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Notes from the Managing 
Editor’s Desk 


The trio of articles by Burton 
Bigelow on tools for sales manage- 
ment (the first one appears on page 
20) might be classified under the 
head of “Self Defense for Editors.” 
Like the rain rains in the tropics— 
every day—the inquiries for in- 
formation on these phases of market- 
ing management pour into the SALEs 
MANAGEMENT Office. We therefore 
commissioned Mr. Bigelow to do 
three panorama articles which will 
provide answers to many of these 
questions, all in one neat package. 
You'd better lock this issue—and the 
two to follow—in your left hand 
drawer, for you'll want to refer to 
them again and again. 


* * * 


Coming next issue: A fine article 
telling how the Crane Co. is helping 
its customers untangle priority red 
tape. Crane, after months of re- 
search, has so simplified the many 
government rulings to aid bewildered 
dealers and plumbing contractors, 
that it is not only helping them 
clear jobs that might otherwise dic 
of suffocation in some alphabet 
cubbyhole in Washington, but it has 
earned the praise of OPM executives. 


* * * 


Manning, Bowman this year de- 
cided to devote part of the time of 
their sales convention to a “Squawk 
Session” in which the salesmen told 
the management how they'd run the 
company if they were sitting at 
home office desks. One of our fe 
porters will soon let you in on what 
happened. 
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Who Gains Most from Defense? 


READERS ASK US ‘What areas, what states, what cities, 
are most favorably situated because of defense contracts?” 

We have told them that it is impossible to isolate scien- 
tifically the defense areas—because one cannot keep track 
of where all of the sub-contracting is going, and it cer- 
tainly is impossible to trace all of the raw materials which 
enter into the making of defense supplies. 

We're afraid that this answer hasn't been sufficiently 
explicit to please the subscribers who raised the question, 
and now we have a new answer which /s specific and, we 
believe, accurate. We're going to say that the ones who 
apparently have benefited least have actually benefited most. 

And.we refer to farmers. Federal Reserve Board experts 
point out that the farmers have benefited most from the 
defense program in terms of purchasing power. They are 
now getting 50% more for crops than a year ago and 36% 
more for sales of live stock. 

Cash farm income for 1941 is estimated at 10.7 billions 
of dollars, which is 17% above a year ago. Farmers have 
been gainers not only through increased urban consumption 
but also because of a steady but not spectacular advance in 
farm values. This increase in their capital has been brought 
about by efforts of the various agricultural programs to 
maintain farm incomes, by the low level of interest rates 
on mortgage loans, by relatively low taxes, and by the 
demand on the part of urban dwellers for homes in the 
country. More and more business men are buying farms. 
They are doing it for a variety of reasons; some of them— 
like your editor, for example—were brought up on farms 
and now want to do what they Aated to do when they had 
to do it, Others want farms as a hedge against possible 
inflation or because farms are less likely to be bombed or 
because income tax savings are possible if tax authorities 
will accept the contention that the farm is being operated 
as a business. 

* 

Out in the Middle West last week I heard of a number 
of farmers who are congratulating themselves on passing 
off poor marginal farm land to gullible business men from 
Chicago, Milwaukee, and other large cities. Many of them 
are delighted to sell out to city slickers and use the money 
to retire to nearby villages. 

To anyone familiar with farmers the most striking aspect 
of the farmers’ outlook on life today as compared with 
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other periods is his mood or amiability. Farmers are 
gtumblers by nature; they always have been, always will 
be. They are something like publishers in that they are 
never satisfied. 

A retail merchant in the little city of Evansville, Wis., 
who has been in business there for 37 years told me last 
Saturday, “Not only is retail business in this town better 
than it has ever been, but for the first time in history the 
farmers are buying without kicking about the prices.” 

I expressed the view that they must have been happier 
in the 1917-1920 era because their cash incomes were 
greater at that time, but he said ‘‘No, they really did not 
have as much to spend then because the prices of every- 
thing they bought were so high. They are far better 
satished now than at that time.” 


Biggest Harvest on Record 


KIRK FOX, editor of Successful Farming, told the dele- 
gates to the Audit Bureau of Circulations in Chicago that 
the American farmer, ‘although handicapped by a shortage 
of skilled farm labor, and to some degree by a lack of 
machinery, is turning in a harvest of crops and livestock 
in some instances the greatest in the history of our country. 
And those products are selling «almost at parity—in some 
cases considerably above parity, meaning that in purchasing 
power the farmer’s dollar is again the equal of any other 
man’s dollar.” 

The Department of Agriculture measures prices received 
by farmers and prices paid by them for the necessities of 
farm operation, and from the two factors develops an index 
number which represents the buying power of farm prod- 
ucts. Last year for the months of July, August, and 
September the index figures were 78, 79, and 80; this year 
for the same months they were 97, 100, and 105, 


* 


One of the official publications of the Department of 
Agriculture, the almost-never optimistic ‘The Demand and 
the Price Situation,’ says in the October issue, ‘The de- 
mand for farm products in 1942 is expected to be greater 
than in 1941. A higher average level of business activity 
and national income will stimulate the consumer demand 
for foods and textiles. Larger total purchases of farm 
products under the Foods-for-Defense Program will further 
improve the export situation. The strong speculative and 
storage demand which has been an important factor in the 
demand for farm products in 1941 probably will continue.” 

The bulletin also says, “Prices received by farmers in 
1941 will average nearly 25% above 1940, and a gain of 
about the same proportions is indicated for 1942 over 1941. 
Agricultural production, which in 1941 was the largest on 
record, is expected to show a further over-all increase in 
1942. Cash farm income in 1942 may approach 13 billion 
dollars.” 


Non-Essential Washington Notes 


IT’S A RELIEF SOMETIMES to. get a Washington dis- 
patch which isn’t either a maze of statistics or the threat 
of more stringent laws and higher taxes. In the October 1 
issue we mentioned the letter which a member of our 
editorial staff, who was going to Washington for the dura- 
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tion, received from an OPM official. The letter asked our 
man to bring along his own filing cabinet, chair, typewriter 
and desk—which he did. 

Now from our Washington reporter we get further con- 
firmation of the mad-house which Washington in general 
is, and which is perhaps accentuated in the rapidly growing 
OPM office. Our man, always known as having a high 
regard for the truth, writes, “We are so pressed for space 
that no matter where we sit we can distinctly hear dictation 
from all directions. The other day Bill F., president of a 
large New England company, and our specialist on a cer- 
tain strategic war material, was amazed to find a paragraph 
in his letter which had no relation to the subject of the 
letter and which he positively did not dictate, Investigation 
revealed that his stenographer in all the melee had inserted 
a paragraph of dictation en someone else who happened 
to be talking louder than Bill!” 

He goes on to say, “Heaven only knows the answer to 
how we are going to equip and house all of these people 
who are being added for defense work. Every commercial 
and residential building in Washington is loaded up. 
Apartment houses as they go up are being commandeered 
to be used for offices by the Government. The Statler 
people thought they had a brilliant idea in building a hotel 
in Washington early this year, but the Government has its 
eagle clutches on it, and it is scheduled to be just another 
Government building, for the time being at least.” 


7 


More along the line of essential Washington information 
is the news about another control device being launched in 
the form of a taboo list. The action of SPAB in barring 
non-defense buildings that use defense metals was Taboo 
Number 1. Now there will be a long list of articles, from 
watering cans to zippers, that will be placed in this un- 
fortunate category. The order, according to a dispatch in 
Barron’s Weekly, will be “You may not use any copper to 
make any of those things’’—or later, zinc or steel of what- 
else-do-you-need. 

It sounds brutal, but it may be a test of American in- 
genuity which can be met. The orders will explain that 
manufacturers of these products need not go out of busi- 
ness—need not, that is, if they can make their stuff out of 
some other raw material, perhaps like cotton or peanut 
butter! 

In the amazingly rich history of American inventions are 
products which are even stranger than making zippers out 
of peanut butter. Many far-seeing manufacturers have 
been arguing that it is wrong for the Government to tell 
the automobile industry, for example, that it can make only 
a certain percentage of the cars made last year. These men 
argue that it is proper and necessary for the Government 
to ration raw materials needed for defense work, but that 
if the inventive geniuses in America’s motor plants can find 
a way to make automobiles out of materials not on the 
defense priorities list they should be allowed to make all 
of the automobiles for which they can find a market. 


More on the Buyers’ Market 


WE'RE NOT GOING TO SAY “We told you so”; that 
is, we're not going to do it in exactly those words, but by 
the time the next few paragraphs are finished we shall 
probably have come pretty close to saying it. 

For some issues back we have been predicting the end 
of the sellers’ market, We said four issues back, ‘There 
will be a buyers’ market long before most business men 
expect it.” Three issues back we devoted the entire 
Significant Trends Department to a discussion of the sub- 
ject, under the heading “Prepare for a Buyers’ Market,” 
and in that issue we stuck our neck out to the extent of 
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saying ‘“We won't try to predict the exact day, but it most 
certainly will come before March 15 incomes taxes have 
to be paid and quite likely as early as February 1.” Now 
it turns out that we were unduly optimistic and that the 
buyers’ market may be with us now. 

The New York Times a week ago last Sunday had a 
headline ‘‘Sellers’ Market Is Held Near End; Changing 
Trends Are Cited in Textile Field, Regarded as Business 
Barometer. Pressure for Goods Less. Offerings to Be 
Freer, Prices Easier by Turn of Year, Traders Predict.” 

On the same day officials of Servel, Inc., said at their 
annual convention at French Lick Springs, “Sales will be- 
come a major problem in the not too distant future and 
the so-called sellers’ market will not last.” 

George S. Jones, Jr., vice-president and general sales 
manager of the company, pointed out that while most 
nage to date in the gas refrigeration industry have 

en those of production caused by an increasing national 
defense program, the time is coming—sooner perhaps than 
we think—when goods will pile up faster than customers. 
“Higher prices, increased taxes, larger down payments, 
shorter terms and many other factors will naturally dis- 
courage buying. Add to this an alarming loss of salesmen, 
who are turning to other fields of work and you will see 
that we have a real selling job ahead.” 

The president of the company, Louis Ruthenburg, said, 
“Don’t let anybody kid you about a sellers’ market. Yes, 
there has been one. but there are too many impediments 
in its way. It isn’t a market easy from a salesman’s stand- 
point. The chief need at present is to discover how to 
adjust to an environment changing faster now than at any 
time in the country’s history.” 


* 


Reports from all over the country state that relatively 
little interest has been displayed in the 1942 model auto- 
mobiles. The number of visitors to show rooms has been 
the lowest in many years. There are several reasons for 
this return to a buyers’ market: Market after market was 
oversold during the 1941 year, the usual sales stimulus of 
the automobile shows is lacking, advertising is restrained 
both in volume and content, prices are higher, ‘installment 
terms are less liberal, and many would-be buyers think that 
substitute materials are inferior. 

Total retail sales volume in September, while well above 
last year's level, was down sharply from August. This in 
itself is not particularly alarming because August sales 
were abnormally inflated; what seems more significant 1s 
that September sales volume was actually below July. 

There’s no reason for alarm; there will be plenty of 
money available for spending, and the companies which 
carry on normally aggressive sales and advertising ©1m- 
paigns will be rewarded. Those who persist in thinking 
that a seller's market will continue indefinitely may ‘ind 
themselves stuck with warehouses full of merchandise 
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E. O. Cocke is appointed sales manager 
of Transcontinental & Western Air, Inc., 
with headquarters in Kansas City. He 
has been with TWA and its predecessor, 
Transcontinental Air Transport, since 
1929 in various posts in the operations 
and traffic departments. Most recently he 
was regional manager in Pittsburgh. 


M. L. Patrerson is promoted to general 
sales manager by Sperry Gyroscope Co., 
Inc., Brooklyn. He joined Sperry’s en- 
gineering staff in 1917. In 1929 he trans- 
ferred to the sales division, acting as 
manager of the Federal department. 


ANKER WINTHER, assistant general sales 

manager of York Ice Machinery Corp., 

York, Pa., will supervise the firm’s com- 

bined advertising and sales promotion 

department. The advertising department, 

formerly in New York, has been moved 
to the home office. 


Cuester H. Lane is elected a vice-presi- 
dent by General Electric Co., Schenec- 
tady, in connection with a major change 
in the company’s organization which sets 
up four major operating departments 
and creates five new v.o’s. Mr. Lang, in 
charge of defense activities and manager 
of apparatus sales, will be one of five 
vice-presidents staffing the Apparatus De- 
partment. Three of the other four are 
also newly created v-p’s: David C. Prince, 
Elmer D. Spicer and Harry A. Winne. 
Elevated to a vice-presidency at the 
same time is Walter R. G. Baker, who 
will head the Radio and Television 
Department. 


Mitton W. Licurcap has become sales 
manager of the new painter and main- 
tenance division of Devoe & Raynolds 
Co., New York. He formerly headed 
maintenance sales. 


Rosert S. THOMPSON moves up to man- 
ager of the state stores division of Cal- 
vert Distillers Corp., N. Y. He takes 
over the post vacated by Arthur Deery, 
now assistant general sales manager. Mr. 
Thompson, who will be in charge of 17 
states comprising this division, joined 
Calvert four years ago as manager of the 
state of Pennsylvania. 


Photograph of Mr. Patterson 
by Blackstone Studios 


* 
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Looking beyond the immediate task of putting its back into national 


defense, this GM division is training its men for tomorrow. Then 


sellers of new and used cars will need nimble footwork and headwork. 


The program is intensive, extensive, for high privates and brass hats. 


Chevrolet Gets Set Today for the 


Time When “Priority” Is a Memory 


NTICIPATING that produc- 
tion of 1942 model automo- 
biles would be curtailed, 
owing to the national emer- 

gency, Chevrolet decided last Spring, 
while business was still good, to pre- 
pare and put into immediate effect a 
long-range program that would con- 
template changed conditions during 
the period and afterward. 

What could the sales and service 
department do to further the national 
defense program? How could we 
assist over 8,400 dealers and their tens 
of thousands of employes during this 
trying period? How could we pre- 
pare to enter the post-war period with 
a national dealer organization’ intact 
and with adequate capital and per- 
sonnel to undertake the kind of sell- 
ing program that probably will be 
necessary at that time? How could 
we best serve the 8,500,000 owners 
of Chevrolet cars and trucks now in 
use? What could we do to retain 
customer loyalty and good will? What 
could we do for those who likely will 
want new cars when there will not be 
enough new cars for all? 


After Crisis, Cash Not Credit 


After the emergency—what ? 

Who will have the best dealer or- 
ganization? 

Who will have the best 
facilities ? 

Who will have a reputation for 
having given Owners the best mainte- 
nance during the time when cars were 
scarce ? 

Which dealer organization will be 
most capable of entering a buyers’ 
market with sufficient capital, sales di- 
rection, sales promotion, and _ sales 
effort to recapture the volume lost 
because of priorities and curtailments? 

Chevrolet already has thousands of 
“four by four’’ trucks in: use in the 
Army and is supplying others. We 
are committed to train 1,000 U. S. 
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service 


Army officers in the operation and 
maintenance of these trucks and we 
are already training them at a rate of 
30 a week. 

That the motor car is a necessity is 
beyond argument. Seven times as 
many miles are traveled by automobile 
as by all other forms of transportation, 
and at least half of this automobile 
travel is essential, If, therefore, pro- 
duction of new cars is to be greatly 
curtailed, as it already has been, then 
cars now in use must be kept fit for 
service. Instead of replacing a used 
car with a new one that would con- 
sume a ton and a half of steel, per- 
haps we can keep the used one run- 
ing by replacing only a few pounds 
of parts. And certainly we must take 
every precaution, in the way of pre- 
ventive maintenance, to keep the used 
one from wearing out or breaking 
down. 


Emphasis on Servicing 


Then too, if people can’t get enough 
new cars, they will have to take used 
ones and have them put in first class 
condition. 

Reasoning along these lines, we 
realized that we could be of invaluable 
service to the defense program and to 
car owners by expanding our service, 
placing greater emphasis on preventive 
maintenance, and supplying thoroughly 
reconditioned used cars. Happily, this 
would benefit our dealers also by en- 
abling them to sell more service and 
more used cars at a time when their 
sales of new cars would be arbitrarily 
curtailed. 

Further, truck production probably 
would not be affected as greatly by the 
priorities requirements as would pas- 
senger car production, hence dealers 
should prepare to sell trucks more 
aggressively, 

All of these measures would help 
materially, but they would not be 
enough. Even with substantially in- 


creased sales of service, used cars, and 
trucks, dealers would have to reduce 
their overhead and cut costs to fit their 
reduced volume of sales. There was 
only one more thing they could do and 
that was to adopt better methods of 
business management. 

Having reached these conclusions 
and formulated our program, we set 
to work to implement it by undertak- 
ing to re-educate our entire sales and 
service organization and to expand it 
where necessary. 


Training Plus Re-training 


This was a definite innovation, for 
when men reach a certain age and 
have achieved more or less success in 
their chosen vocation, they are likely 
to feel that their days of schooling 
and training are over; that it is for 
them to train and direct others, rather 
than to be taught. One might think, 
too, that a company that had enjoyed 
a position of leadership for many years 
would be inclined to continue the same 
policies that had won for it in the past. 
But as we enter an entirely different 
condition in the present emergency, 
we are forced to the conviction that 
coming events will require better lead- 
ership, more careful planning, stronger 
organization, better cooperation, and 
more actual thinking than has ever 
been done before, The successful or- 
ganization, to continue being success- 
ful, must keep an open mind, develop 
new plans, be on the alert for new 
ideas, and always be in a position to 
change the emphasis of its program on 
short notice. As Alfred P. Sloan, Jr., 
has a habit of saying, ‘Keep an ear to 
the ground and an eye to the future. 

With these ends in view, Chevrolet 
in May, 1941, launched its most ¢x- 
tensive training program with three 
schools being conducted simultaneo ily 
in Detroit and Indianapolis for its own 
executive and field personnel. 

One of the schools at Detroit was 
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attended by 251 service and mechanical 
men (representing every region and 
each of the 45 sales zones) who were 
given an intensive three-week course 
covering the entire subject of service 
and service station operation in the 
light of present and anticipated condi- 
tions. Buildings, layouts, equipment, 
operations, accounting, maintenance, 
customer relations, personnel, training, 
operating control records, financial 
statements—everything pertaining to 
the practical operation of a service 
business were covered by experts 
equipped with new texts, charts, blow- 
ups, slide films, and other aids. 

Meanwhile, at Indianapolis a corps 
of 52 specialists were training another 
class of 120 truck and commercial car 
men in much the same way, so they 
could go back to the field and train 
Chevrolet dealers to capture a larger 
part of this market. Chevrolet, by the 
way, produces trucks and commercial 
cats on nine wheelbases and in 60 body 
types, and no man was graduated from 
this school until he had a complete 
and thorough knowledge of the entire 
line that would be offered in the 1942 
model year. An exhibit of all models 
and types of Chevrolet trucks was held 
at the State Fair Grounds and every 
student had to study each model and 
type. After three weeks of such spe- 
cial training, in addition to their pre- 
vious knowledge of the subject, these 
men were considered qualified to go 
back to the field and teach dealers and 
salesmen. 


Build Better Business Men 


The third school, conducted in De- 
troit at the same time, was attended 
by 85 business managers from all parts 
of the United States. These men, 
already considered proficient in their 
field, were brought in and given a 
three-week course to teach them to 
teach dealers and dealers’ bookkeepers 
how to curtail expenses and control 
their operations more efficiently as the 
priorities program became effective. 

The purpose was to insure that the 
management of money, as well as the 
management of men, would be brought 
to the highest level of efficiency, and 
that as volume of sales declined, cer- 
tain expenses would also decline pro- 
portionately. The program embraced 
such subjects as today’s management 


prodiems, the financial statement as a 
Management tool, details of the dealer 
Operating record, practical use of guide 
hgutes, analysis of financial statements, 
Operating projections, practical appli- 
cations of business management, im- 
i nce of working capital, control 
( eivables, and the daily manage- 
plan. 

hese three schools were followed 
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in July by one for Chevrolet city man- 
agers, of whom there are 25 in the 
principal cities of the country. A 
Chevrolet city manager is a prominent 
business man who has won a consider- 


able measure of success, else he 
wouldn't be a city manager. Presum- 
ably, and actually, he knows his busi- 
ness. Nevertheless, we brought in all 
of our city managers and spent three 
weeks with them in covering all phases 
of the new program, and they were 
among the most enthusiastic of all our 
students. They covered service, trucks, 
used cars, and business management so 
they would be qualified to advise with 
their dealers on any or all subjects and 
determine what type of specialists 
could be most helpful in each case. 

Then in August, eight regional man- 
agers, 16 assistant regional Managers 
and the 45 zone managers, came to 
Detroit for a two-week course cover- 
ing every detail of management and 
merchandising to bring them up-to- 
date on our new plans and our more 
intensive program. 

We have a complete used car or- 
ganization which includes an assistant 
manager in each region and zone, and 
these men are specialists on used 
car reconditioning and merchandising. 
Nevertheless, we brought them in too, 
together with the 45 zone organization 
managers, and gave them a two-week 
course for the same purpose. 

The entire program was a most thor- 
ough and comprehensive one and it 
was timed to conclude just prior to 
the introduction of the 1942 models 
in September. At that time a series of 


As told to D. G. Baird 


BY 
WILLIAM 


General Sales Manager, 
Chevrolet Motor Division, 
General Motors Corp.., 
Detroit 


E. HOLLER 


product schools, under the direction of 
the service and mechanical department, 
was conducted throughout the country 
to familiarize all dealers’ service man- 
agers and mechanics with the new 
models. 

Meanwhile, we were not neglecting 
any possible opportunities in the new 
car department, either. The retail sales 
promotion department is very busy 
conducting five-day training schools 
for 25,000 dealers’ salesmen through- 
out the country. 

And as if this were not enough, we 
are continuing our regular business 
educational program. The thirteenth 
session of the Post Graduate School 
of Modern Merchandising and Man- 
agement opened in September with the 
largest enrollment ever accepted in this 
course and with more applications than 
ever before received since the school 
was established. 

This is an age of specialization. 
Our major executives must be all- 
‘round men, but our trouble shooters, 
as we might call those who were 
trained in the first three schools de- 
scribed above, and our used car ex- 
perts, must be specialists who keep 
constantly abreast of all the latest de- 
velopments in their particular branches. 
Thus, we have a corps of specialists 
on service, another on trucks and com- 
mercial cars, a third on used cars, and 
a fourth on business management. 


~ 


Dealer Help on Top 


Our regional managers, assistant re- 
gional managers, zone managers, and 
city managers all have been given spe- 
cial training to consult with dealers 
and determine just what aid is most 
needed. Then whatever his problem, 
a given dealer can ask for and receive 
the assistance of one or more special- 
ists on that particular problem. We 
might add that these specialists don’t 
make merely a cursory diagnosis and 
hand the dealer a prescription; they 
spend weeks or months with him, if 
necessary, in making a thorough anal- 
ysis, training the dealer's personnel, 
and correcting the trouble, 

Needless to say, all this specialized 
service costs the dealers nothing. 

We hope that as a result of all this 
intensified training and effort that we 
shall contribute to the common cause 
of national defense, keep Chevrolet 
owners’ cars and trucks operating satis- 
factorily, supply maximum values in 
reconditioned used cars, increase our 
sales of trucks and used cars, and help 
dealers control their operations to such 
an extent that when the emergency 
shall have passed, we shall all still be 
in business and in a position to solve 
the new problems that will doubtless 
confront us then. 
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Tested Tools for Managing Men: 


What They Are, How They Work 


Through the years the combined knowledge and experience of 


management has evolved time-tried sales controls. 


ardized. 


do not use them. 


They are stand- 


But some executives are not familiar with them. others 


Herewith a full explanation. 


Part I of an article in three parts* 


BY 


BURTON BIGELOW 


Burton Bigelow Organization, Sales Management Consultants, 


New York 


a4 HERE are days when I be- 
gin to suspect that my men 
in the field are running the 
sales department, instead of 
my managing them!’’ So confessed a 
food company’s busy sales manager 
after a realistic soul-searching session 
with himself. 

Questioning brought out the facts 
that his men were not following in- 
structions, were not covering their ter- 
ritories systematically, and certainly 
were not keeping the head office in- 
formed of their activities. 

This sales manager was experienc- 
ing that slightly sickening suspicion 
that he had lost control of his men— 
a sensation somewhat akin to that of 
the motorist who suddenly feels the 
steering wheel turn free in his hands 
without any accompanying response 
in the front wheels of his car. 

No sales manager need find himself 
in this dilemma if he will employ the 
time-tested tools of control which 
modern sales management has devel- 
oped and fairly well standardized over 
the past decade or more, 

These tools fall naturally into six 
groups: 


1. Tools for Hiring. 

2. Tools for Training. 

3. Sales Presentation Tools. 

4. Territory Management Tools. 
5. Planning Tools. 


* Parts Il and III of this article will 
appear in the November 15 and December 
1 issues of SALES MANAGEMENT. 


Exhibit A: First on the list of controls 
for salesmen is the application blank. It 
should avoid both over-elaboration of 
useless detail and casualness which leads 
to judgment by hunch. This two-sided 
one is for scoring by two interviewers 
who provide checks on each other. See 
text for further explanation. 
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6. Control and Supervision 
Devices. 

Let us discuss these tools not only 
from the angle of the sales manager 
who feels he /acks control, but also 
from the angle of the manager who is 


never completely satisfied with the 
job he is doing and desires to improve 
this management, 

In Part I of this article let us con- 
sider tools for hiring. 

mid-western company had been 
hiring 30 to 40 new salesmen a year 
to maintain an average of 84 men in 
the field. It cost them about $500 to 
hire and train a new salesman, so their 
executives were much concerned about 
this expensive turnover. 

During an appraisal of their em- 
ployment practices, the company’s 
eight division managers were found to 
have widely divergent ideas as to the 
education, experience and special apti- 
tudes desirable in prospective _ sales- 
men. 

Analysis of the application blanks 


Applicant's Nem 


Date 


the interviewr should fantlierize himself with the instructions som delos 


Good (Above Average) 3 Points 
Fair (Average) & 
Poor. (Below Average} 1 * 


py om ag a self- 


grem=er, sureness 


Eee ee 
, uh oun emape na ai 6c" a ey toon cured 


of statement, enthusiasm and 


eee 


[iztetsenne: oneten ne i Aabite o4 poate hk onlin: grchdane o- 
cee a simitas pointe whten Sadtente hse anitity de 


» imagination, observation, 


We: 


Sle sg renee Me ere, terre ie ARS of ee 
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A 
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eurey 


Hans 


of both the good and bad salesmen 
over a four-year period, indicated that 
the successful men did have a common 
denominator of education, experience 
and aptitudes. On the basis of this 
analysis, definite standards were set up 
to guide division managers in employ- 
ing new salesmen. 

‘The division managers were sup- 
plied with modern hiring tools that 
included these standards, and were 
taught how to use them. Asa result of 
this scientific approach to the problem, 
the company’s 1940 turnover of sales 
manpower was reduced over 80%. By 
now, this turnover has been almost 
eliminated. 

What are the hiring tools that saved 
this company over $20,000 a year? 
Here they are — one by one: 


A. The Application Blank: 
Most forms are either too brief and 
sketchy or loaded with detailed infor- 
mation which is never used. One 
leaves too much room for selection by 
“hunch” and judgment “'by-guess- 
and-by-gosh,’’ while the other merely 
bogs down the interview. The well- 


planned form gives a bird's-eye view 

of the applicant from the standpoint 

of six vital points: 

Personal information; 

Physical data; 

Educational background ; 

Detailed experience record ; 

Character references, and 

General remarks by the appli- 
cant. 


It is well for the application blank 
to ask for both “age” and ‘“‘date of 
birth.” This would seem to be seek- 
ing for duplicate information, but men 
frequently tell the truth in answering 
the date of birth inquiry and fake the 
figure in their own favor when an- 
swering the “age’’ question. 

Allow ample space for a detailed 
record of employment. Get the names 
of employing firms, starting and leav- 
ing dates in each case, reason for leav- 
ing, earnings and name of individual 
worked for. Any gaps in the record 
are almost always sure-fire indications 
of situations to be investigated. There 
is hardly ever a case of omission that 
is not a signal of some kind of bad 


(This Side of Form to be Completed by Sales Manager Only) 
Total Interview Score (from reverse side) or, if more than one person interviewed a : 
applicant, Average of Total Interview Scores of those interviewing 4 : ‘seats 
_ Point If: "points fe: rotate ffs 
Under 25 Ee : 
Age or Mo ‘ B-45 | 
Over 50- 45 = 50 oo Ae 
Marital Status Single, Widowed | Married or Married sid 
and or Divorced « : other Dey 
Dependents No Dependents 
Membership in - —-|f + pe 
Organizations met None 
(Clubs, eto.) - : 
Investments : 2 : 
(Real Estate, Life None One Two or More : 
» Savings | : e oo . 
Account or Seourities)| — ee 
pepe @. None l<¢ with minor 1-4 with no 
ons during be Over 4. gap in ia 
lant ae ee ee (@e in explo eAp Pies 
: with large or . : ee 
Nature of Work Ho recent out= 1-3 Years recent 1-8 years recent — 
in Previous outside 
Positions experience, exe- 
posi 
} 
Z To be acceptable, applicent should have total score of at least 24. 
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record of employment. 

If rating charts, interviewer's blanks 
and psychological aptitude tests are to 
be used in connection with later steps 
in the interview, the application must 
have the necessary personal history to 
meet later needs. 

A comprehensive application blank 
of this character enables the inter- 
viewer to tell quickly whether or not 
a man deserves further consideration. 
It lays before him the man’s entire 
career up to the present moment, and 
gives the interviewer insight into the 
man’s practical worth—a picture that 
frequently saves the time and expense 
of further investigation. Finally, such 
an application provides important 
“leads” for the interviewer to follow 
up in his personal conversation with 
the applicant. 


B. The Interviewer’s Report: 
This is a device varying in form and 
content in different companies, but 
having for its purpose— 

A cross-check and verification by the 
interviewer of certain facts on the 
application blank. 

The rendering by the interviewer of a 
quick, rule-of-thumb opinion on 
certain points of importance to the 
company, and-a general recording 
of the interviewer's impressions. 
The interviewer's blank is especially 

helpful to the sales manager, for ex- 
ample, when several executives have 
interviewed an applicant, and made 
out interviewer's reports. The sales 
manager gets all the reports together 
and studies them before the final de- 
ciding interview which he conducts. 

For example: The interview blank 
used by one large company in consid- 
ering applicants for positions, is a 
two-sided affair—one side for rating 
by the interviewer, the other side by 
the sales manager only. (Exhibit A.) 
The interviewer's side records the 
interviewer's first impression, his 
opinion as to the applicant’s address, 
intelligence, determination, character, 
likeableness; while on the other side 
of the sheet the sales manager rates 
the applicant from the standpoint of 
age, marital status, organization mem- 
berships, investments, number of posi- 
tions held during last ten years, and 
nature of previous work. 

Murphy Products Co., Burlington, 
Wis., feed manufacturer, in consider- 
ing applicants for district distributor, 
uses an interviewer's report of three 
double-spaced typewritten pages with 
33 spaces. The information asked for 
includes such questions as: 

State circumstances under which appli- 
cant became interested in becoming a Mur- 
phy district distributor. (i.e., Did you ap- 
proach him, he approach you, was he 
recommended, by whom?) 
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Do you know applicant personally? How 
long ? 

If “No,” what investigation have you 
personally made to satisfy yourself of his 
character and ability? 

Have you interviewed 
sonally?, How many times? 

Has applicant filled out regular company 
application blank ? 

Do statements made on applicant blank 
check up truthfully with statements made 
in interview ? 

Do you believe applicant has answered 
all questions truthfully? 

How have you personally checked up 
on this? 

Does rating chart represent your accurate 
judgment of the applicant? 

In respect to what sections of the rating 
chart did you feel uncertain as to what 
rating to award? 

Have you personally talked to the appli- 
cant’s references ? 

Does applicant drink? 
satisfactory ? 

If not employed, how long has applicant 
been unemployed ? 

Is applicant prepared to put full time 
as a Murphy D. D.? 

Is applicant familiar with Murphy work 
requirements including weekly _ report, 
standard week's work, and monthly quota 
estimate ? 

Do you recommend he be given a fran- 
chise ? 

Were the financial details of the Murphy 
position fully discussed and made clear to 
this applicant? 

Have you made any check-up to ascer- 
tain whether he has the financial capacity 
he claims? 

Does applicant believe he can make a 
real success as a Murphy district distrib- 
utor, and why? 


applicant _ per- 


Is his home life 


Another company reviews appli- 
cants and applications for representa- 
tive on a three-page printed blank, 
with score-card arrangement providing 
mathematical rating for such factors 
as health, appearance, ability to meet 
people, capacity to absorb training, 
general education, knowledge of secur- 
ities, use of English, general per- 
sonality, sales experience, sales ability, 
and truthfulness. 


C. The Judgment Chart: This 
is a device for recording an inter- 
viewer's opinion in the form of groups 
or classes of personal judgments as 
opposed to the mathematical rating 
method used in rating charts, which 
will be described later on. 

The illustration here (Exhibit B) 
a chart used by Certainteed 
Products Corp. to judge employes as to 
their fitness for promotion. With a 
few slight changes, this type of chart 
can be used as a hiring tool as well. 


shows 


D. The Rating Chart: The rat- 
ing chart is a rather practical device, 
usable by the average field or branch 
manager, for example. It sets up what 
have been found to be the essential 
qualifications for a salesman in a given 
line of business, then assigns a mathe- 
matical value to each of these qualifi- 
cations. This figure is taken as stand- 
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ard or par, and the applicant rated on 
the basis of the standard for each 
qualification. One advantage of the 
rating chart is the fact that the in- 
terviewer ends up with a point total 
which he can use as a guide in hiring 
or rejecting. 

One of the classic examples of rat- 
ing charts is that devised by Guardian 
Life Insurance Co. of America. As 
officials say: “This chart provided a 
means of rating the proposed new 
agent on the basis of his personal 
qualifications. A maximum number of 
points is allotted to each of seven 
important qualifications and a sched- 
ule of penalty points was devised to 
cover specific factors which were 
known to have an unfavorable bearing 
On an agent’s probability of success.” 

The most vital feature of this chart 
is the schedule of penalties, or the 
penalty point table, which lists the 
unfavorable as well as the favorable 
factors. Only in this way can a true 
picture of the applicant be had. By 
adding together the points represent- 
ing a man’s virtues, we might get a 
rating that would be higher, but there 
is often some one disadvantage which, 
if properly weighed, would prove so 
overpowering as to exclude the appli- 
cant from employment. In_ other 
words, it is not enough to select men 
for their virtues. We must exclude 
them for their faults. This condition 
arises because men are a mosaic of 
faults and virtues, and one or two 
serious faults cancel out a great many 
virtues. 

Another good chart along lines sim- 
ilar to the Guardian chart is the Dun- 
lop Milling Co.’s rating chart for 
selecting feed salesmen. This lists both 
plus points and penalty points on 10 
different factors—farm experience, ac- 
quaintance in territory, standing in his 
own community, health, industrious- 
ness, personal dominance, age, previ- 
ous selling experience, character, and 
personal factors. Adding the two types 
of points together results in a total of 
net points that gives a truly accurate 
picture of the applicant. 


E. Psychological Tests: These 
are many and varied. There are apti- 
tude tests, mental ability tests, me- 
chanical tests, vocabulary tests, per- 
sonality inventories, etc. 

The selection of salesmen by a 
method justifying the term “‘scientific,”’ 
involves a lengthy course of procedure, 
requiring considerable time and sev- 
eral steps to develop. First, some 
sample tests should be given to de- 
termine the results. Certainly not less 
than 25 tests, and probably it would 
be better to have 50 tests. These 
should be analyzed and correlated with 


the salesmen’s actual performanc. to 
determine how accurately the theo. 
retical tests line up with the practical 
results of sales operations. 

Our experience with psycholo sical 
tests for salesmen is that the stancrd- 
ized tests now in use are not wholly 
satisfactory for sales purposes. We 
believe that eventually more sear Ling 
tests will be devised that will be of 
greater use than the present standard- 
ized personality inventories, mental 
ability (and “‘agility’’) tests. We be. 
lieve that once the psychological tests 
have been administered to a sufficient 
number of salesmen, it is possible to 
develop a rating chart which will 
serve the practical day-by-day needs of 
personnel selection—a chart usable by 
ordinary executives who admittedly 
are not trained psychometrists. 


Pitfalls for the Amateur 


A rating chart, when devised by 
rule-of-thumb methods, is likely to be 
defective in three respects: 

It may not be a complete, nor a. 
correct yardstick of the essential re- 
quirements which make a good sales- 
man in the particular line of business. 

The mathematical values, if arbi- 
trarily assigned, may not give the 
proper “weighting” of the factors. 

The person using the chart may 
lack the information needed to form 
an accurate judgment, or may lack the 
capacity to do so. 

But, if the ‘rating chart require- 
ments and weightings are determined 
from psychological tests made over an 
adequate cross-section of the sales 
force, two of these defects are likely 
to be ameliorated. 

This whole matter is still in the 
pioneer stages, and experience indi- 
cates that the process will gradually 
evolve something like this: 

First Step: Sample psychological 
tests to determine what makes a good 
salesman in a particular business. — 

Second Step: Development of a 
rating chart based upon results of 
tests, and its use as a standard mathe- 
matical measuring stick for selection. 

Third Step: Selective use of high- 
spot aptitude—and perhaps, attitude 
tests to aid the interviewer in prop- 
erly answering the questions on the 
rating chart, and in accurately rating 
the applicant. 

In this process, you will observe 
the psychological tests are used in two 
spots — first, a battery of rather 
thorough tests given as a means of 
establishing the yardstick; then, short, 
high-spot tests given during the inter- 
view as a means of obtaining an ac- 
curate rating. We consider it essential 
that aptitude tests be used in both 
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NAME 


ADDRESS__ 


POSITION 


PERSONAL RATING REPORT 


PLANT OR 
OFFICE 


Please judge this employee on the qualities listed below. Each line is a continuous scale from high to low. 
Place a check ( V ) in the space above the horizontal line (not on a dividing line) which most nearly expresses your 
judgment on each quality. If the employee performs no supervision, do not rate on SUPERVISORY ABILITY. 


The definitions covering the several qualifications and the considerations underlying them have been designed 
to convey as nearly the same meaning to all concerned as possible. However, if ratings are made by more than 


Consider the employee's 
work during the past 
year and show by a check 
(V) whether he has gone 
back, remained station- 
ary or gone ead in 
each of the qualities listed 
to the left. 


one individual within a jurisdiction, a complete understanding should be reached between them as to the appli- 
cation of the rating scale. Has | | Little | Has 
Improved x No | Gone 
henge) Back 
—— 
ws eo 5 4 3 2 1 
Exceptionally Favorable Nothing Unfavorable Creates 
pleasing personal- impression. outstanding. impression. dissatisfaction. 
1. PERSONALITY: Consider the effect of | it: Decided asset. 
his personality upon people. Be careful 
not to over-emphasize first impressions. 
Rapid worker. ‘Turns out Average. Volume below Very slow 
Unusually big good volume. average. worker. 
2. QUANTITY OF PRODUCTION: Con- producer 
sider the volume of work produced under 
normal conditions. Disregard errors. 
Exceptionally Very few Normal Frequent Work almost ] 
accurate, practi- » errors. accuracy. errors. worthless. | 
3. QUALITY OF WORK: Consider neat- | “lly no mistakes. 
neas and accuracy of work regardicss of 
volume. 
Very industrious Steady worker. About normal. Requires Easily 
4. INDUSTRY: Consider manner in which | #"4 conscientious. | Good concen- one =| = (tatesvepted. 
he stays on the job. Is he easily inter- on : | 
rupted or does he have power of con- | 
centration ? | 
Exceptionally Good training | Fair Requires i Inadequate } 
. thorough. and experience. | knowledge. considerable } knowledge. 
5. TRADE KNOWLEDGE: Consider ac- | ' coaching. | | 
quaintance with requirements of job | | 
gained through experience; general edu- | | } 
cation ; specialized training. | | | | 
Requires practi- Learns rapidly. Average | Requires | Very slow to | 
\ cally no teaching. Retains instruction great dealof | absorb. ' 
6. ABILITY TO LEARN NEW DUTIES: Very quick to instructions. required. instruction. | Poor memory. | 
Consider the speed with which he masters grasp new ideas. } | | 
new routine and grasps explanations. | j 
Consider also ability to retain this j | 
knowledge. H | 
Thinks quickly Judgment Fair. | Inclined to | Generally | | 
and logically. usually logical. | be illogical. mistaken. } 
7. JUDGMENT AND COMMON SENSE: , Ovtstanding 
Does he think intelligently and make his | | 
decisions logically ? 
Initiative resulting | Above average. Shows Rarely shows | None. | 
in frequent saving initiative | i | 
8. INITIATIVE & CREATIVENESS: Con- in time or money. occasionally. | | 
sider ability to think along original lines, | 
to handle assignments without detailed | | 
instruction or supervision and how often | 
he makes suggestions for improvements. | | 
| Goes outofthe | Gets along well Acceptable. | Shows reluctance Very poor | 
| way to co-operate. | with associates. to co-operate. co-operation. | 
| 
9. CO-OPERATION: Consider manner of | 
handling busi relationsh | 
Exceptionally Promising | Questionable. Near limit. Has stopped } 
good possibilities. future. growing. | 
10. POTENTIALITY: Consider his possibili- | 
ties for advancement. How near is he | 
to the limit of his efficiency? 
Exceptionally No noticeable Occasionally Health below | Very poor ; health 
good health. | handicap. | affects work. | normal; reflected | serious handicap. | 
Lots of energy. | in work. | 
11. HEALTH: Consider its effect on his ' 
work aside from attend 
Very forceful Effective Nothing Inadequate Lacks qualities 
12. SUPERVISORY ABILITY OR LEADER- And efficient organization. outstanding. supervision. necessary to suc- 


SHIP: Consider his ability to organize a 
group to get the maximum efficiency 
without friction. (Do not rate unless 
employee exercises supervision.) 


| 
| 
| 
| 


leadership. 


cessful leadership. 


| 
| 


(NOTE: Please list here any physical handicaps such as poor eyesight, poor hearing, loss of limb, etc., which may unfavorably 


affect his work.) 


SIGNATURE — oo APPROVED 
(INDIVIDUAL MAKING RATING) 
TITLE DATE. TITLE DATE 
(OVER) 


for promotion. It could be adapted for use in hiring new 


instances, if the employer is to get the 
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value out of them. 

Attitude Explorations: Now- 

there needs to be another type 
the attitude test. 

ne situations, are almost as im- 

it as aptitudes, 

feel that an attitude study com- 

with an aptitude study is much 
while in the selection of sales- 
because most salespeople are 

hed from their headquarters and 


Attitudes, 


1941 


are on their own responsibility in the 
field. This makes loyalty, satisfaction- 
with-the-job and other atti-ude points 
of more than ordinary importance in 
the case of salespeople. 

What does it profit a firm if a sales- 
man has the proper aptitude, ability, 
personality, etc., if he has the wrong 
attitude toward his job and toward 
the business he is in? 

This may be typified by the story 
of the investment salesman who had 


Exhibit B: This chart is used by Certainteed Products Corp. to judge employes 


in considering them as material 
salesmen. 


all the attributes of good salesman- 
ship, but still was peculiarly unsuc- 
cessful. Not only did he not do 
enough business — he frequently lost 
accounts that were already on the 
books. The sales manager, calling on 
some of these accounts in an effort to 
discover the reasons for their defec- 
tion, discovered that the salesman’s 
attitude was anti-capitalistic and that 
his radical remarks to clients were re- 
sented by them. 


If this salesman’s attitude had been 
explored before he was sent out to 
call on clients, his state of mind would 
have been discovered in time to avoid 
loss of business. 


G. Character and Personal His- 
tory Reports: When the applicant 
has run the gauntlet of the application 
blank, the rating chart, ‘‘brass-hat’’ in- 
terviews, and even a battery of apti- 
tude tests, the wise sales manager will 
withhold his decision until he can 
secure an outside reporting bureau's 
report on the applicant’s character and 
personal history. There are several 


large and reliable companies making 
such reports for fees as small as $2 
to $5. 

These reports have saved many a 
firm from employing smooth-talking 
absconders, confidence men and ex- 
convicts. Less dramatic, but just as 
important, are the gaps which these 
reports reveal in employment—the 
jobs held but not reported on the ap- 
plication blank, the unsavory personal 
habits or reputation which no man 
will confess and which no interview 
or test can reveal. This character and 
personal history report is the final step 
in careful hiring of salesmen. 


Advertising Campaigns 


Old and New Products as Promoted in ne, 
Magazines, Radio, Outdoor Posters, Trade Press 


Smokes 

Riggio Tobacco Corp., N. Y., is 
testing “something really new in ciga- 
rettes’’ in newspapers of Buffalo, N. Y. 

“Regent, first to give you king size 
(and natural coolness) at a popular 
price, scores again with another revo- 
lutionary feature,” copy reads. ‘Now 
you can get Regent’s famous Multiple- 
Blend in two cigarette styles. Ovals 
in the Crush-Proof Box and Rounds in 
the Standard Package . . . One blend 

. two cigarettes.” 

M. H. Hackett, N. Y., agency in 
charge believes this is the first time 
that a cigarette has been offered in 
two shapes. Spud has been available 
in hoon: ner and “imperial” sizes for 
some months. 

R. J. Reynolds Tobacco Co., Win- 
ston-Salem, is using newspapers c-to-c 
to picture and describe a wrapper and 
mailing service for cartons of Camels 
to be sent to men in service. William 
Esty, N. Y., is the agency. 


Uncle Sam Wants You 

The Navy will expand its recruiting 
campaign to newspapers of Ark., La., 
Okla., Ill., Ohio, during the week of 
November 17. Twenty-eight states 
will then be covered by the “Join the 
Navy’ drive. Small town papers are 
being used, for it is from hamlets— 
especially in the South and Mid-West 

that most gobs come. Although they 
have never seen the ocean, these rural 
youths are the best prospects for en- 
listment. BBDO, N. Y., is the agency 
handling the campaign. 

The U. S. Marine Corps has com- 
missioned J. Walter Thompson, N. Y. 
agency, to conduct a national survey 
of methods to increase Leatherneck 
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enlistments. A campaign in paid space 
will follow. Exact schedules have not 
yet been worked out. 

U. S. Maritime Commission has just 
completed a drive in papers of selected 
cities to attract cadets to the merchant 
marine. Only 300 healthy and intelli- 
gent young men who could b pes ex- 
aminations in mathematics and physics 
were required for training for officer- 
ships. Agency: Kenyon & Eckhardt, 
N. Y. 


Bright Blue 


Business for NBC's Blue network 
is rosy, according to Edgar Kobak, 
v.-p. in charge of sales. Station hours 
this year total 1,443 as compared to 
1,131 in 1940, a 27.8% imcrease. 
Average number of stations used per 
program is 57 against 38 last year. 
Twenty-two new sponsors bought time 
on the Blue this Fall, Last year there 
were ten. 

New accounts include Bayer Aspi- 
rin’s ‘American Melody Hour,” Ben- 
dix Aviation Corp.'s sponsorship of 
“The Treasury Hour,’ Mennen Co.'s 
“Capt. Flagg and Sgt. Quirt,”” Time, 
Inc.’s “March of Time,” Old Gold’s 
newest half hour which starts Novem- 
ber 3. 


Football Facts 


Blatz Brewing Co., Milwaukee, is 
running a column of ‘Football Facts’ 
in the Chicago Tribune that capitalizes 
On interest in each week’s grid games. 
The season’s performance of 16 dif- 
ferent opposing teams are presented. 

Facts supplied include for each team 
and its previous opponents the sea- 
son's totals in first downs, yards gained 
by rushing, passing, passes attempted 
and completed, etc., and scores to date. 


Except for short sentences sand- 
wiched between the data (“The play 
that never fails is to serve Blatz 
pilsener”) Blatz makes no direct sell- 
ing effort, depending on good wil! to 
carry the ball. The column wil! run 
in the Tribune for the rest of the 
football semester, From it fans can 
figure out probable winners of leading 
Midwest games. 

Henri, Hurst & McDonald, Chicago, 
is in charge. 


Budd 


Edward G. Budd Manufacturing 
Co., Philadelphia, points out that 
“Stainless steel trains save steel for 
defense” to readers of Business W eek, 
Chicago Journal of Commerce, News- 
week, Time, U. S. News, Wall Street 
Journal. 

“By using 40,000 Ibs. less per car 
than conventional equipment . . . Budd 
cars release one out of three locomo- 
tives for other service. Needing far 
less ‘time out’ for maintenance and 
repair, traveling safely on faster 
schedules, a Budd car can do the work 
of three ordinary cars. In addition, 
Budd research . . . has developed the 
use of a new and superior stainless 
steel. . . . It saves about half the 
nickel formerly used,’ copy continues. 

N. W. Ayer, Philadelphia, is the 
agency. 


Tea Peps You Up 


This slogan of Tea Bureau, N. Y., 
will appear on about 2,000 outdoor 
posters in selected cities when the 
drive for hot tea gets under way No- 
vember 30. The American Weekly) 
of that date will also carry the first of 
three allied food promotions—tea, 
bread and cheese. Second and third 
promotions, in which allied food in- 
terests join, feature tea, soup and 
crackers, and tea and cake, break Janu- 
ary 25, and March 15. 

For the past three years these co-op 
drives have been one of the Bureau's 
most successful undertakings, accord- 
ing to Benjamin Wood, managing 
director. They deserve part of the 
credit for increased consumption of 
tea. Imports in the first nine months 
of this year totaled over 78,000,000 
pounds—a rise of more than 4,000,- 
000 pounds over the same period of 
last year. 

Mats for use in local newspapers 
and store displays round out the pro- 
gram, which is handled by William 
Esty agency, N. Y. 


22 Whiskies 


At their eighth annual sales con- 
ference in Cincinnati ‘recently, 1,500 
(Continued on page 67) 
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Classes are conducted by the author (standing) for company men, dealers, and the latter’s representatives. 


66 ] as throughout the course, thus helping 
r § ? the men to incorporate many of the 
|| Even “Born Salesmen” wiz sce ec. 
. As an introduction, we emphasize 

| three factors: (1) that the difference 


. & e * e 
| Gain Poise, Enthusiasm  =",8\,e%,n.25."" 
K 


actually small; (2) that the desirable 


: e h Thi T e @ Pl] qualities of a good sales personality 
e are so interwoven that they may be 
s & wit IS rainins? an developed with comparative eons (a 
e that personal development is not a 
mysterious superhuman effort. 

An important angle is that we do 
' cradle by a good fairy, New England Coke takes the mystery out — not pretend to tell salesmen anything 
; . . they do not already know. We do not 
attempt to preach. We do emphasize 


: Believing that salesmanship is developed, not bestowed in the 


| of cultivating a pleasant personality. Novices and veterans are 


, | benefiting, sales are higher, employe turnover lower. that we can help them to appraise 
. e . their personal qualities and to improve 
. oa their shortcomings by applying various 
‘ : As told to M. S. Sullivan rules, By taking such an attitude, the 
; program has worked equally well with 


‘ - BY WALLACE G. STRATHERN new salesmen and with veterans whose 


. ay rears of experience frequently handi- 
Director of Sales Training, ; 4 . / 


; icipation in similar trainin 
New England Coke Co., Boston oe . 
4 At the beginning of the course, 
’ UNDAMENTALLY, there is on salesmen at headquarters. It was  Salesmen are rated according to these 
no such thing as “a born sales- _— given to the 11 branch office managers = 8fOupings: Cheerfulness, appearance, 
p man.” The salesman who im- who met at headquarters once a week _—' interest in others, enthusiasm, tact, 
s presses his fellow men as being for 12 weeks. These branch managers _ honesty, loyalty, courage, courtesy, 
|. » 2 born salesman is one who has de. were given copies of the complete voice and speech, application, optim- 
g | veloped an effective sales personality. course plus instructions on teaching, SM, imagination, confidence, concen- 
e &- Based upon this reasoning, the com- _—_ which they in turn used to teach sales- _ tration, health, observation, ambition, 
f pany has initiated a program to bring —_—men in their offices. Realizing that we _—‘ native ability and study. : 
s  ~=stts salesmen, its dealers and dealer really had something good, the dealer Each heading on the rating sheet is 
0 j salesmen out of their shells—to give course followed right along. subdivided into five questions. Under 
: them poise, confidence and enthusiasm. The course contains ten lessons, the subject of cheerfulness, for ex- 
f . Since this program has been under _ taking up personality development; ample, the questions include “Do you 
| vay, company salesmen and dealers customer analysis, suggesting the best | smile enough? Do you leave your 
S have sold more coke, the turnover of | ways of handling each type; how to home troubles at home? Do you act 
)- } salesmen and dealer salesmen has been sell high quality against price; meth- as if you enjoy your work? Do you 
n subs! ntially reduced, salesmen have ods of approaching the customer, have a pleasant expression ? Do you 
| become happier and more optimistic, presenting the sales story, closing the have a happy disposition?” Under the 
and consumer relations are materially interview; and handling objections. subject of tact, there is the question, 
bett: Company management regards Two entire lessons are devoted to “Do you avoid arguments?” ; and 
the «clivity as a profitable investment the personal development program. under honesty “Do you keep appoint- 
I | Which warrants permanent continuance. | Purposely placed at the beginning of | ments you have made?” This rating 
0 lic activity began three years ago the course, the suggested methods of gives a detailed check of 100 personal 
whe» « sales training course was tested © improvement may be practiced qualities and gives each man the op- 
T 
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portunity to appraise his own personal- 
ity seriously in a definite way. 

While the salesman is rated on 20 
points, classroom teaching is simpli- 
fied by discussing five major points 
around which all others hinge. These 
are honesty, interest in others, voice 
and speech, concentration and applica- 
tion. 

Take such a subject as honesty. 
When the average salesman thinks of 
that quality, he invariably pictures a 
man who does not take company 
money, but we paint an entirely dif- 
ferent picture. To be truly honest, we 
contend, a salesman must keep ap- 
pointments, must not oversell a cus- 
tomer, must follow through all leads 
because his negligence in such a matter 
might rob the company of business it 
deserves. We say that a salesman must 
plan his work to give the company the 
greatest benefit from his time, that he 
must play fair with prospects and 
customers, that he must always conduct 
himself in a way that upholds the in- 


tegrity of the company. 

We emphasize that a truly honest 
salesman will develop a repeat business 
that will grow increasingly large as the 
years pile up. The truly honest sales- 
man is never a “one-tripper’—who 
produces a good showing on his first 
trip while each succeeding trip shows 
a falling off in sales. Presented in 
such a way, it is a powerful influence 
upon the men to possess and practice 
greater honesty in matters which 
formerly carried no connection with 
that quality. 

Another important subject is voice 
and speech. Our salesmen are taught 
to speak quietly, to avoid excessive 
talking, to talk simply, directly and 
briefly. We analyze the man’s voice 
in respect to pauses, emphasis and in- 
flection. This is done by reading and 
rereading an article to indicate the 
tremendous difference brought about 
by the use of these three voice. quali- 
ties, 

These voice qualities come into 


that you can't answer favorably leave the 


honestly. 


1. CHEERFULNESS 
Do you smile enough? 


"1" for eve: estion can answer favorably. For every question 
ww agp fe cal =n ah vb space blank. When finished, add to find 
your total rating. For inetarce, under number four on the check sheet marked 
"Enthusiasm", if you do work for the love of the gume, mark: "1", if not, leave it 
‘blank, On the next question, if you do have to check yourself to keep frop talking 
stiop, merks"1", if not, leave it blank. Use this check sheet thoughtfully and 


Rating 


Do you act as if you enjoy your work? 


Do you leave your home troubles at home? 


Do you have a pleasant expression? 


Do you have a happy disposition? 


2, APPEANANCE 
Do you take pains to be neat? 


Do you"overdress"? 


Do you carry yourself well? 


Do you think you can improve your appearance? 
Do you observe the rules of personal cleanliness? 


3.. INTEREST IN OTHERS 
a@ good listener? 


Do you have a-sincere interest in other people? 


and admire hin? 


prospect ag a personal friend and 


t yourself on common ground with others? 


move others by your own enthusiesn? 


control your enthusiasm? 


ther sell for your Company than any other 


do you admit it quickly? 

the other fellow's point of view? 

or say something in each interview 
make the prospect feel better for having 


Can you deal with people without friction? 


practical application when each map 
and woman goes to the front o! the 
classroom and delivers a short talk on 
the lesson subject. As each person 
talks, a recording machine is at work. 
After each person finishes, this js 
played back, so that each man has an 
opportunity to hear himself as others 
hear him. Sometimes we go over the 
recording several times, discussing 
tone, emphasis and inflection. While 
this emphasizes mistakes in grammar, 
these are not corrected unless they are 
considered fairly important, since the 
purpose of the course is to develop 
practical everyday sales personalities, 

While the student talks before the 
class, the instructor rates him, using a 
four by six-inch duplicate form, which 
includes posture, stance, audience con. 
tact, change of pitch, preparation, or- 
ganization, voice, words and _ gesture. 
These ratings are later analyzed and 
suggestions made for improvement. 

It is amazing to see how the major. 
ity of salesmen benefit from this class- 
room speaking. Men and women who 
actually shuddered at the thought of 
addressing such a group now get up 
and deliver good talks. It gives them 
confidence, self-possession — it brings 
them out of their shells. Some of our 
dealers who had previously declined 
all invitations to talk before local 
groups of various kinds now tell us 
that they are accepting these invita- 
tions with pleasure, and many are en- 
tering civic and charitable activities 
with new confidence. 

To help each student carry the most 
important points in this personality 
development program back to his 
daily life, the company gives each one 
a 3-inch by 5-inch, spiral-bround book 
with a blue cover. Called ‘The Blue 
Book,” it features, one to a card, the 

(Continued on page 61) 


“How do I stack up in 
my own eyes?” asks 
the check sheet at left. 
(Only six of the 20 
questions are shown 
here.) And “How do 
I appear to an ob- 
server?” inquires the 
shorter one at right. 
They are two items 1 
the course that /»ridge* 
the short gap hetween 
a mediocre and an ace 
producer. 
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November 11 is Armistice Day. I 
thought I would have a look at the 


dictionary. Here it is: “Ar’mis-tice, 

n, Mil, A temporary cessation, by 

mutual agreement, of hostilities; a 

truce.” Accent on the “temporary.” 
oe 

Maybe we should tear up Armistice 
Day and start over. This war is but 
the unfinished business of that one. 

eS 

After reading a digest of ‘Two 
Survived,” a fellow is apt to think 
twice before bellyaching about the 
ordinary annoyances of everyday life. 
That was an epic of the ability of 
human flesh and brain to take it. 

* * * 

In “The Imp,” world’s smallest 
house-organ, Detroit’s Orville Reed 
says a stamp doesn’t care what it gets 
stuck on. It will carry a weak-kneed 
sales-message the same as a whooper- 
doo. Orville’s position is that we 
Ought to put our stamps to work, give 
them more to do. 

* * * 

“Hacks Best Friend to Death with 
Ax.” —Headline. There’s friendship 
for you! 

ese 

“Other men’s and women’s hunting 
boots from $12.50,’ says Abercrombie 
& Fitch. But what would a new pair 
cost? I don’t want to wear other 
people’s boots, 

* * * 

Stick with it or you'll be stuck 
with it. 

. & 2 

Kensil Bell, author of ‘Ice Patrol,” 
has turned out his second novel, 
“Coast ‘Guard Cadets” (Dodd, Mead 
& Co.), in time for the Christmas 
book-lists. Based on actual exploits 
of this venerable arm of Uncle Sam's 
service, it is a natural for boys of from 
10 to 19 years of age, if I can judge 
by several chapters of script at which 
I had a peek. 

i 

Slogan for Walnut, a bland blend 
of pipe-tobacco: “The Gentle Blend 
for Gentlemen.”’ 

Se « 

If it hasn’t already been done, I 
think those of us who are concerned 
with the future of Advertising’s good 
name should here and now form a 
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Than What Club. The over-use of 
the comparative tends to destroy be- 
lievability. 

Let’s make a point to clip and mail 
the offending ad to its sponsor, with 
“Than what?” written alongside the 
word “better” or “milder” or ‘‘richer” 
or “‘finer’’ wherever it appears in head- 
line or body-text. 

If enough of us bear down on the 
unsupported comparative, the copy- 
writing profession will have to think 
up some more valid copy. More valid 
“than what?” More valid than the 
lazy stuff they have been dishing out. 

* ok # 

Too bad the gorilla which Free 
France was sending the President died 
in transit. It might have come in 
handy in training us for gorilla war- 
fare, 

* * # 

My technicolor movies of Bushkill 
Falls, from the Pennsylvania town of 
the same name, turned out just dandy. 
Title: ‘I Cover the Waterfalls.” 

* oe 

Flowers-W hile-T hey-Are-Still-Living 
Dept.: Incidentally, two kodachrome 
movie-films went blah on me, and I 
suspect it was my fault. But Eastman 
Kodak didn’t even question it, just 
sent me two new reels without charge. 
Are you tuned-in, Rochester? 

* * & 

Overheard by J. S.: “Wonder if 
infants in infancy have as much fun 
as adults in adultery ?’’ 

e @ * 

Philadelphia put on an_air-raid 
warning, but the traffic was so thick 
and noisy, nobody heard it. In case 
of the real thing, our unfinished sub- 
ways ought to give the tax-payers 
something for their money, as shelters. 

* * 


In a broadside advertising its El 
Producto cigars, G. H. P. Cigar Co. 
gives its salesmen some excellent ad- 
vice: “The best angle is the ‘try’ 
angle.” 

oe 

Many a piece of farmland is giving 
way to a defense plant. As Mr. Hem- 
ingway might have captioned it: “A 
Farewell to Farms.” 

: & @ 

If you like boogie-woogie, lend an 

ear to Victor’s album of four 10-inch 


double discs by a couple of cullud 
boys I call Honey & Ammons. 7 wo 
pianos with drums, the latter coming 
through like the faintest of tambou- 
rine-notes. Title of the album: “s to 
the Bar.” 
~« & «= 
Movie censorship must be relaxing 
a bit. When Henry Armetta comes 
into the department store, followed by 
12 children, Groucho Marx asks him: 
“Haven't you any other hobbies?” 
. ee 
Atlantic City’s Hotel Dennis recom- 
mends its diet-kitchens to those who 
may be dieting “for health or in sylph- 
defense.” Hear, hear! 
a 


The imaginary town of Dogwash 
Creek, Pa., has been getting quite a 
play in the papers since that English 
editor tossed it off in a moment of 
exhortation. Up until then, my favor- 
ite whistle-stop was Fisher's Switch. 

-_ 

A Canadian poster urges citizens to 
save waste-paper for ammunition. 
Don't tell me we're going to start 
shooting spit-balls! 

* ok * 

“I'm 43... but I get real joy out 
of living now!’’ says a woman in a 
Serutan ad. How do you mean, “but?” 

* *  # 

Marcus, New York jewelers, might 
consider a chaste design as a sort of 
trade-marcus. 

* ok * 

Bond Clothes says: “Get blue and 

feel swell!” 
+. te. 

Tessie O’Paque, high priestess of 
hebetude, thinks Fanny Farmer is an 
agricultural occupation. 

i 

I’m a pushover for the “dead-pan 
vocalizing” (Time, Sept. 29) of Vir- 
ginia O’Brien. Hoping you are the 
same. 

2 @ 

West Virginia's Conlon Baking’s 
Herb Dickson says some one beat him 
to it this year with “Get it done in 
Forty-one.” He is taking steps to 
avoid a repetition by registering now: 
“It’s up to you in ’Forty-two.’” Okay, 
Herb; and it may be up to me in 
Forty-three, 

* * * 

For the record, it was Bob Graham 
who said “Get it done in ’Forty-one,” 
as reported here at the time. 

* * & 


Castle Films circularized me on their 
release, “Mystic India.” This line 
brought out the hick in me and | 
ordered: “An intimate visit 2 4 
Maharajah’s palace, with dances na 
tive to Indian culture.” 


T. HARRY THOMPSON 
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Why are your sales promotion materials more im- 
t portant to your company in these times than ever 
a before? 


Here is a five-point check list with some of the 
answers to that question . . . some of the reasons 
f why continuity of sales promotion is a “‘must”’ with 
most forward-looking companies today. 

See how many of these things your company is 
doing—or ought to be doing—now. 

Protecting its reputation by keeping your 


f market thoroughly familiar with your product 
0 and your services. 

Building good will by telling friends and 
customers what you are doing and what your 
n problems are. 


S 
n 
n 
0 
I; 
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n 
Mimeograph 
‘ duplicator 
] MimeocraPu is the trade-mark 
a j of A. B. Dick Company, Chicago, 
\- i registered in the U. S. Patent Office. 
N 
. NovEMBER 1, 1941 


"GIVE SALES PROMOTION 


Priority 


price fluctuations and product scarcity, by let- 
ting dealers know you're still interested in 
them whether or not you can fill their orders 
at the moment. 

4 fue Maintaining the morale of your own sales 
organization and keeping that organization 
intact. 


ce. Establishing new business friendships. 

! All over the country sales managers are 
finding solutions to these problems—with the help 
of the Mimeograph duplicator. They are using 
Mimeograph equipment and our suggestions to 
make sales promotion materials more effective- 
more quickly, more practically, more attractively. 
And the economy of Mimeograph duplication does 
wonders for a slashed budget. 

Find out what we’ve already accomplished—and 
how we'd like to put our experience to work for 
you and your company. Call the Mimeograph dis- 
tributor in your community, or write A. B. Dick 
Company, Chicago. 

HOW DO WE KNOW THE MIMEOGRAPH 
DUPLICATOR CAN DO IT? Because the 
Mimeograph duplicator has already done it— 
for many leading companies. Some of the an- 
swers are given in our unusual portfolio, 


“Manufacturing Profits.” Clip and mail the 
coupon today for your copy of this free book. 


j Maintaining dealer loyalty in the face of 


A. B. Dick Company, Dept. M-1141 
720 W. Jackson Blvd., Chicago, Illinois 
RUSH me a copy of “Manufacturing Profits.” 


ep ene 
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“If we were back in Omaha this morning you'd be pinning my ears back 
for not having my sales report all prettied up!” 


* 


* 


* 


How Can You Resell Yourself 
If Your Present Job Blows Up? 


Paradoxically, many executives endowed with valuable sales talent 


are weak when it comes to selling their own services. Here -are 


some suggestions for doing so if the defense upset suddenly tosses 


you out of your persent berth. 


BY ALBERT FANCHER 


O you know how to sell your- 
self? 
Most of us in the selling, 
advertising and allied pro- 
fessions feel that we do, Executives 
like to tell of the ideas they “put over’ 
with their companies. Salesmen boast 
of their ability to size up others and 
sell themselves, along with their 
products. 

“Why shouldn’t we know how to 
sell ourselves ?’’ they ask. ‘Selling is 
our business.” 

Maybe it is—but listen to this: 
“Our biggest problem,”’ says an execu- 
tive who helps conduct one of the 
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man-marketing clinics, “is to get 
people to analyze themselves. Yet 
that's the whole key to selling their 
services. 

That's a significant comment because 
this group is composed of creative 
people—in selling, merchandising and 
advertising. They've been trained to 
study and analyze sales and marketing 
problems. They may be good at it, 
but they fall down when it comes to 
applying this technique to themselves. 

Well, how would you go about it? 
Where would you start? What would 
you do? 

The obvious way is to list your jobs, 


experience, background and record, 
Pick out the high-lights and se! 
points and use them in your adveri:se- 
ment, letters and interviews. 

Highly obvious, of course—yet many 
don’t do even this. 

One step ahead is the person who 
visualizes his accomplishments and 
puts showmanship into his approach. 
He is the one who prepares a port- 
folio—proofs of advertisements he has 
prepared; sales figures; statistics on 
savings he has effected. 

At least he has something to show; 
something that proves, visually, the 
truth of his statements. 

He may have something even 
more specific—as one sales manager 
had, not long ago. He had built a 
sales organization. He felt he could 
count on the personal loyalty of his 
men. So when things did not work 
out where he was, he started shopping 
around. His idea was to offer him- 
self—with his sales crew; a ready- 
made sales department. 


It Works Both Ways 


Somehow, it didn’t work out as he 
had thought. Employers felt—and 
one of them said so—that he'd be just 
as quick to leave 4im as he was to join 
him—and take his men along with 
him. 

Selling yourself through your record 
is often effective when there is a job 
open that you can fill, But how many 
companies would be in business today 
if they had to sell their products only 
where there were no competing prod- 
ucts ? 

The trouble with these methods is 
that they go only half way. They 
begin and end with the individual. 
Analyzing yourself is important, but 
it’s only a part of it. The other part, 
and the bigger one, is to study your 
market—and your prospect. 

Not long ago a young man had an 
idea for a publishing company. He 
knew it was sound and was sure he 
could make it work. He knew that if 
they accepted it, he would have the 
job of carrying it out. 

But before he approached this pub- 
lisher, he spent three days at the 
library—reading. He concentrated on 
one work—the two-volume biography 
of the founder of that firm. He made 
notes of points that would help him. 
He studied the company’s policies; got 
the feel of the organization, and the 
men who ran it. 

With this background he put his 
program in final shape, outlined his 
approach and sales talk—and went 1n. 
He made such a convincing presenta- 
tion that his plan was accepted anc he 
went on the payroll. 

The head of that publishing house 
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This is where you get TWO 
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said, later, “It was so complete, so 
well thought out, so adapted to our 
needs that we just couldn’t let it go. 
All I had to do was to give him the 
go ahead—which I did.” 

That method is one used by many 
successful people, especially when 
seeking a worthwhile position. 

The employment manager of one of 
the world’s great retail organizations 
says this: “Practically every executive 
we hire from the outside, makes a 
study of our business before he comes 
near me. He spends weeks going to 
our stores, watching the operation of 
the department he’s interested in. He 
listens to clerks and customers. He 
sees how stock is displayed, advertised, 
priced and sold. 

“Then he goes to our competitors 
and does the same thing. He learns 
where they are strong and we are 
weak. He gets ideas. With his ex- 
nego and background he sees how 

st to approach us. And when he 
does, he comes in with a specific idea 
that will mean more business and 
more profits to us. 

“Plenty of men apply here with 
good records. But they haven't a 
chance against the man who first 
studies our business, then shows us 
how he can strengthen it.” 

The more you think of it, the more 
you realize that this is effective selling. 
It takes work, it isn’t easy—but it 
does get jobs. 


Your Problem. Not Mine 


Sometimes this idea can be used in 
a broadcast appeal. One executive, in 
the financial field, had created a better 
position for himself by establishing a 
new department. When conditions 
with that firm necessitated a change, 
he prepared an outline of that kind 
of Jolsuene what it was and what 
it accomplished. 

He sent this outline, with a selling 
letter, to 100 other firms in his general 
field. He knew that few of them had 
as yet created such a department, and 
that they might be interested. 

Five of them were—to the extent 
of offering him a connection, He 
narrowed it down to two and finally 
chose the one that he liked best. 

This idea might well be used in 
other cases, provided the firms ap- 
proached are similar in the nature of 
their work and the functions of their 
organizations. 

Occasionally an individual stumbles 
onto this technique almost by accident. 

“I'm tied up now and can’t talk with 
you,” an advertising manager told one 
young job-hunter. “But you might 
take this along and bring in any ideas 
you may have’’—and he handed him 
one of their products. 
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The young man put in a busy ten 
days. He took the sample to dealers 
and jobbers. ‘What don’t you like 
about it?” he asked. “What do you 
like? How could you sell more? 
What do your customers say?” 

He got the names of customers and 
talked with them. He interviewed 
non-buyers to find out why they didn’t 
buy it. Then he went home and got 
to work. 

When he returned to see the adver- 
tising manager, he brought with him 
an advertising campaign, completely 
worked out, even to copy and rough 
layout—and a new display container 
for the product. 


Doors Open to Ideas 


The executive was as busy as ever— 
but he took the time to study that plan 
closely. Here was something new— 
an outside slant; a cross-section of the 
reactions of dealers, jobbers, customers 
and prospects. Here, too, was a plan 
that exactly fitted the situation, 

It was something he needed. It 
was so good that he had to have it— 
and the young man who had re- 
searched and created it was hired. 

The young man has followed this 
same method in the two years since 
then. His salary has jumped twice, 
until it is now 50% more than when 
he started. 

That’s just sound business sense, of 
course. Industry is constantly making 
studies, conducting surveys to uncover 
pertinent facts. The strange thing is 
that so few individuals use this same 
plan when selling their services. But 
when they do, their selling job is usu- 
ally over—quickly. 

Sometimes these surveys are brief 
and informal. They may consist of 
reading the firm’s advertising, financial 
statements or reports. But they are 
effective if such reading brings an 
understanding of that company—and 
an idea on selling them your services. 

Usually it requires more than that. 
It may be necessary to get a complete 
picture of that company, by reading 
about it in the trade magazines, which 
publish articles about executives and 
their organizations; which carry news 
items about their activities; which 
print speeches by the men who head 
these companies. 

Other sources are books by these 
men or about them; trade association 
reports; financial reports; advertising 
material; jobbers and dealers; com- 
petitors; credit rating bureaus; and 
employes of these organizations. 

It is valuable to have this informa- 
tion, Certainly it is essential to know 
what a company makes, where and 
how and to whom they sell it. It’s 


important to know about their com. 
petition. They are thinking of that 
and will welcome ideas that will push 
their business ahead. 

One sales executive kept a personal 
file—vital facts about his firm’s com- 
petitors. He found it invaluable in 
his job. He found it a life-saver when 
his company was bought out and he 
had to get a new berth, 

With these facts to guide him, he 
was able to sell himself advantageously 
to one of those former competitors, 
whose outline he had in his file. He 
knew what he could do. He knew 
what they needed. He did some field 
work before putting his ideas on paper 
—to get the feel of that concern’s 
dealer organization and sales force. 
But the plan he presented was tailored 
to the situation, and it won him a job. 

In these days of sudden business 
and job changes, it’s imperative to be 
able to market ourselves. Even if we 
don’t change jobs, our remuneration 
and promotion depends largely on our 
ability to sell what we have—and to 
keep on selling it. . 

But there’s something else, too. 
There’s always the possibility of in- 
creasing your market value. 


Lightning Doesn’t Warn 


“I’m as safe in my position as any 
man can expect to be,” said the sales 
director of a large company. “But in 
these days you never can tell when or 
where the lightning will strike. I’ve 
seen too many things happen to feel 
like sitting back and feeling safe. 

“The field I’m in is specialized. 
There are only half a dozen companies, 
including ours. If anything happened 
here, I'd have just five job possibilities. 
That’s not enough. So, for the past 
four years, I’ve been studying a new 
field. It’s basically — of course, 
but it offers broader employment pos- 
sibilities. 

“I’ve learned a lot. In fact, if let 
out now, I could soon get a job in it. 
Probably I won’t have to—but | feel 
safer, just the same. And surprisingly, 
this study has helped me in my present 
work. I have a new perspective, new 
ideas, more enthusiasm, Now I have 
two things to sell. I’ve more than 
doubled my possible employment mar- 
kets.” 

What do you have to sell? That's 
important. But there’s one other 
question that equals it: What does 
your prospect need—and what do you 
have for him? 

When you've answered that, you 
have solved your job problem. You 
have, infact, mastered a technique 
that will push you ahead in any job— 
even the one you are filling right 
now. 
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“Betwixt the lakes of Ontario and Erie, 
there is a vast and prodigious Cadence of 
Water which falls down after a surprising 
and astonishing manner, so much so that 
the Universe does not afford its Parallel.” 


FATHER HENNEPIN 
Early Explorer of Niagara 


Niagara is real—not ‘‘potential.”’ 
Niagara is Romance where people can 
feel it, POWER where factories and 
homes and farms are hungry for it. 
Niagara’s 1,458,000 developed 
horsepower is far greater than that 
from any other waterfall. Yet only a 
fraction of the 280,000 cubic feet of 
water which enters the gorge every 
nd is put to work. Throngs of 
sightseers and honeymooners are still 
wn from all corners of the earth 
y the unspoiled “‘vast and prodigious 
Cadence of Water.’’ 
4 4 4 
American Weekly, the magazine dis- 
ted nationally through 21 great Sunday 
papers, is the NIAGARA among publi- 


1S, a vast and growing torrent of used 

ivailable power. 

WER to reach the booming markets 
il and "42... ROMANCE, adventure, 

pen window to world progress — for 
than 7,300,000 families every week 
ae 
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Behind the 
—the Worlds greatest POWER 


An unbiased, outside authority expressed 
this more forcefully than The Weekly itself 
could say it. The following paragraphs are 
from a double-spread announcement to the 
retail trade, published recently in Women’s 
Wear Daily, by the Sanforizing Division of 
Cluett, Peabody & Company: 


“THIS FALL, we're firing away with our 
biggest gun yet— we're adding THE AMER- 
ICAN WEEKLY! Dominant color smashes 
in big ads you couldn't miss if you tried. 
You know THE WEEKLY. Come Sundays, 
it is delivered to more than 7,000,000 
U. S. families that are, literally, here and 
there and everywhere! Villages .. . towns 

. cities. Its influence on consumers is 
tremendous—not to mention department- 
store buyers. 


“But THE AMERICAN WEEKLY, in which 
these whacking Sanforized-Shrunk ads 
will break, hits hardest in the big markets, 
where the big stores are found. Its 
wallop with the big-time merchandisers 
and buyers needs no boosting on our 
part. And so many people read it that 
you're inclined to suspect that its audience 
includes most of the people who buy 


clothes, wash them and want them to fit as 
long as they last.” 


There are some advertisers who can't use 
the power of “DOMINANT COLOR SMASHES” 
... but just as Niagara’s power is used to 
light lamps, as well as run factories, there 
is a long record of success by advertisers 
who lighted their lamp of national impor- 
tance with regular units in The American 
Weekly as small as 28 lines each. 

Advertisers who are preparing to go along 
with their traditional media policy —buying 
a little power from magazines, a little from 
newspapers, a little from radio, a little out- 
door—would do well to consider the advan- 
tages of the CONCENTRATED POWER offered 
by The American Weekly in a market big 
enough to take the entire output of most 
products for years to come. 

4 4 a‘ 

The American Weekly has a new, major 
presentation, showing where the dollars are, 
NOW!—where they can be reached most 
economically, NOW!! It conveys a 1941-42 
business and marketing story to executives. 
It’s worth much more than the time re 
quired to see it. 
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Will a torch singer sell baked beans to constantly at our service is Columbia’s 
Bostonians—or soups to Chicagoans? 60-man research department which 
How effectively? At what time of day? measures everything with a slide rule. 


And will the same talent wow a rural 

The only thing we don’t measure is the 

H ° a ae 4 47 ¢ 

audience, East or West? 
cost to you of RADIO SALES’ counsel. 


li would be fun to guess the answers, but That costs you nothing. 


RADIO SALES can’t afford to indulge in 
; A Ra hee Z Whatever your radio problem, call in a 

guessing. RADIO SALES is in the business 
: ate RADIO SALES account executive to dis- 

of making spot radio“ pay. So we measure 
: : . ’ : cuss it. Radio is our business. Sound, 

radio glamour with a slide rule. We weigh 
sales-effective radio is our goal, as well as 


the accumulated experience of our nine 
. ; ; : yours. For, radio that pays out in any 
. topnotch Columbia stations—the sales 
. ee, market eventually means more radio for 
| effectiveness of hundreds of spot cam- 


everyone ... including us. 


paigns conducted in nine of the nation’s 
biggest markets —the local knowledge 
| of nine staffs of Columbia-trained men. 
And we come up with answers as to why 
| and how spot radio pays which are as 


candid and unbiased as a balance sheet. 


\t CBS, experts from all the fields of 


radio join us in interpreting this fund of 


information. On hand are the specialists 


it programming and production. And 


—4 THE SPOT BROADCASTING DIVISION OF CBS 


Columbia Broadcasting System +« 485 Madison Avenue + New York, New York 
& ~) 


® Spot radio: Radio advertising of any kind (ranging from 
station “break” announcements and participating programs to 
newscasts and symphony orchestras) in separate local markets. 


Many Firms Launch Advertising 
Now to Build ‘Tomorrow’s Sales 


Some executives, seeing easy sales today, say ““What’s the 


use of advertising?” Those with broader vision say “Who 


will remember us five years from now?” Here are expan- 


sion plans of three dozen far-seeing advertisers. 


BY LAWRENCE M. HUGHES 


FEW manufacturers who ad- 
vertised consistently for many 
years, recently have reduced 
or cut out advertising. 

Normally, they say, they would not 
have considered such action. Adver- 
tising was necessary to win prospects 
and hold customers. 

But, they explain, times are different 
now. . . . Priorities and product ra- 
tioning . . . the Washington influence 

‘ the seller's market . . . and other 
things. Why should they advertise? 

The answer can be found in the 
decision of other manufacturers—some 
of them in the same industries—who 
not only are continuing but expanding 
their advertising. It can be told in the 
example of some who are now Sta) ting 
to advertise for the first time. 

These concerns are competing more 
vigorously for future business and 
good will, which the others have be- 
gun to ignore. They are taking steps 
now to insure that they will de in 
business in 1943 and 1951 and for 
years thereafter. They are building 
their position with buyers and pros- 
pects against different times to come. 

Most experienced advertisers know 
that the surest way to keep in business 

in good times and bad—is to keep 
on advertising. They know that the 
surest way to kill their business is to 
stop their advertising. 

This—it should be emphasized—ap- 
plies as much in times of war (or total 
emergency) as in times of peace. 

It applies as much to products which 
are On top in sales as to those strug- 
gling against tough competition to 
keep going. 

It applies as much to companies and 
industries which today cannot make all 
they could sell as to those which still 
cannot sell all they could make, .. . 

To lathes and locomotives, as well 
as to soap and soup. 

Manufacturers who stopped adver 
lisimy do not face conditions much 


| 56 |} 


different from many of those who kcep 
on advertising—or who are now start- 
ing to advertise. 

Priorities and preparations for war 
today affect everyone's business. They 
create many conditions beyond the 
control of the individual executive. 

But there is One thing he can con- 
trol. He can keep on trying to build 
his reputation, His recognition. 

And that, after all, is the only real 


TUNE IN TONIGHT! 
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Fi vom 00 1.1. SWAN SOAP 


Most thoroughly and 
extensively advertised 
new product of 1941 
probably is Lever 
Bros.” Swan soap. 
Lever finds these times 
ripe for “enterprise.” 
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PFANSTIEHL CHEMICAL COMPANY 


WAUKEGAN NLLINOIS 


Although its entire output has been taken 
over by defense, Aluminum Company of 
America continues consistent: campaign: 
for several of its products—such ay 
aluminum for the packaging of the future. 


Pfanstiehl. is a new national advertiser. 
There is now a 10% defense tax on | th 
phonographs and records, but maker- ol 
these and countless other “luxuries ure 
stepping up appropriations. 
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If ever there was a fertile market, a veri- 
table oasis of buying power, it is the Los Angeles 


B.C. City Zone! 


Here are concentrated 1,955,824 consumers 
who constitute over 70 per cent of Los Angeles 
County’s total population, and whose annual 
retail purchases aggregate 74.6 per cent of the 


entire county’s retail sales. 


But other things have been happening in 
this normally huge market...a gigantic PLUS 
market has been created by defense contracts of 
more than a BILLION AND A HALF DOLLARS 
Which have driven payroll and employment 
indices skyward—+to say nothing of steadily 


movnting population! 


NoveMBER 1, 1941 


Keep your sales in step with this rapidly 
growing, closely knit and unusually rich market 
by scheduling a greater portion of your adver- 
tising in the Los Angeles area...the market of 


unlimited opportunity. 


Reach it with The Los Angeles Evening 
Herald and Express with the LARGEST city 
circulation... LARGEST city and suburban cir- 
culation...LARGEST total circulation of any 


daily newspaper in the West! 


LOS ANGELES EVENING 


Worald hipnese 


Represented Nationally by PAUL BLOCK AND ASSOCIATES 
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These are two among the many plane makers who have increased consumer 
advertising this year. 


and permanent asset any manufacturer 
or product can have. 

The reasons for not advertising are 
about as valid as the reasons for com- 
mitting suicide. The reasons for ad- 
vertising are stronger than ever now. 

Yes, times are different. A lot dif- 
ferent. Times are changing rapidly. 
As SM put it in the October 1 issue, 
wartime sellers’ markets ‘‘go boom— 
boom—BOOM—BANG!!!” 

Amplifying this, on October 10, SM 
said: ‘Even with reduced production 
on civilian goods, sales are going to 
be difficult by next Spring, because of 
higher prices, increased income taxes 
and the terrific amount of anticipatory 
buying which has been going on this 
year.” 

Don’t take our word for it. Ask, 
for example, the automobile people. 
A few months ago their sales were 
booming. Records were broken, month 
after month. The nation was frantic 
to get new cars. There weren’t enough 
cars to go ‘round. 

Now come the 1942 models. Out- 
put has been rationed sharply, certain 
materials reduced. But the new cars 
are not ersatz. They're good cars. 

And yet people aren’t responding. 
In the face of higher taxes and higher 
prices—of motor cars and almost every- 
thing else—people have to be sold. 

They'll have to be sold now. 

Advertising is as vital for immediate 
business as it is for future expansion. 

The companies and industries which 
recently have launched or expanded 
their advertising represent almost the 
entire range of the nation’s economy. 
Some of their products are industrial, 
some consumer. Some are 50 or 100 
years old, but have never advertised 
generally before. They are seeking to 
get broader and stronger recognition. 
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Some are new. Some are being re- 
vived with advertising, after having 
been in a state of coma for five or 20 
years, 

Not all the new advertisers are in 
industry or business. Those sales ex- 
ecutives who assume that the Federal 
Government is ‘opposed to advertis- 
ing” at this time might consider the 
example of the United States Army 
and Navy. 

The Navy this year began to use 
paid space for recruiting for the first 
time since 1919. That earlier cam- 
paign, by the way, saved the Navy 
$2,000,000 in recruiting costs, The 
present campaign, which began last 
July, has been used in more than 4,000 
ng gy in 18 states. The Army 
has been getting recruits from paid 
advertising for more than a year, and 
is starting a new campaign in about 
700 newspapers for this purpose. . . . 
SM would be willing to bet a year’s 
subscription that the Treasury will 
start a regular advertising campaign 
for defense bonds within six months 
. . . on a scale as thorough as its re- 
cent baby bond campaign. 

The Government has done some 
things to cramp the promotional style 
of stock brokers. . . . But members of 
the Association of New York Stock 
Exchange firms are expected to approve 
a budget of $100,000, to finance the 
first sustained campaign ever run on 
behalf of the Big Board and its mem- 
bership, This action coincides with 
the launching of campaigns by a group 
of investment houses in Boston and by 
individual houses in New York. 

Associations, in fact, are among the 
more varied of the budding new adver- 
tisers. National campaigns are being 
projected, among others, by American 
Transit Association, for street cars and 


In addition to the U. S. Army, Navy ond _ 


Marine Corps, the U. S. Maritime Cor. 


mission has begun to seek reervits 


through paid advertising 


From the day you start— 
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P . Fg (Plus all living expenses) 
Arf Train to be an 
- Officer in the U. S. 
Merchant Marine. 


7) Only 300 vacancies! 


Cadet, U. S. Merchant Maring; lives in 
comfortable quarters; eats the best of food. 


Within the next few weeks 300 young 
men will receive appointments as Cadets 
in the U.S. Merchant Marine. No eniist- 
ment is required. This is a training course. 
These Cadets will get the most thorough 
training, both text-book and practical, that 
top-notch U. S. Merchant Marine and 
Naval instructors can give. As Cadets in 
the Naval Reserve, they are exempt from 
If you want to wear "eR istration for selective service. 
Three- to four-year land and sea train- 
es = Megchant ing fully equips cadets for a successful, 
~% WELL-PAID, LIFETIME CAREER —as full-fledged 
ith ent t6-Boe Orricens in the new U.S. Merchant Marine. 
come anO ficer with You can be one of these lucky 300. But 
deed pay end an time is short. You must mail this coupon 
assured future... FORE NOV. 187. Do it today! 


U. S$. MARITIME COMMISSION 
@meeP il! out and mail -TODAY deumayg 
Supervisor of Cadet Training, Box Wi 
B U.S. Maritime Commission, 
Washington, D. C 


Uf you're between 18 
and 25... 


Please send me, FREE, and without ob- 
Coen eee bianks and ennounce- 
ment examination in algebra, plane 
geometry and physics. 

Name 


local buses, National Margarine Insti- 
tute and American Jersey Cattle Club. 
. . » New York Dress Institute began 
a $1,500,000 campaign in September. 
American Hotel Association got going 
on a $300,000 program earlier this 
pent... 

Industries affected by “‘scarcity,” pro 
or con, are out to tell the public their 
respective stories, Anthracite Indus- 
tries, Inc., plans to resume consumer 
advertising, after a two-year lapse. Oil 
Burner Institute collects funds for its 
first campaign. The gasoline industry, 
on both the East and West coasts, 
starts educational campaigns. 

American Locomotive Co. chose a 
time when the railroads are running 
at near capacity to launch its first gen- 
eral magazine campaign in 104 years. 
The public is not expected to stock 
locomotives. But the public’s attitude 
and recognition are important. So 1s 
the workers’ attitude. . . . You and ! 
buy no battleships, but for much the 
same reasons—on Liberty Fleet Day, 
last month—Bethlehem Steel placed 4 
full-page ad in newspapers of New 
York and Washington and its 21 piant 
cities, and may run more. 

Today, scores of plane and parts 
makers—down the alphabet from A!li- 
son, Boeing, Curtiss and Douglas to 
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United Aircraft and Vultee—are tell- 
ing the public about their work on 
military planes. If they still make 
Stratoliners or DC-4’s or anything else 
you or I might ride in, they keep it a 
dark secret. 

The public, these concerns realize, 
is interested in the defense equip- 
ment which they produce. But after 
the war, the recognition which they 
have. established will help to build 
their peacetime business. 

Somewhat different, but equally 
sound, is the contribution of a net- 
work radio period by Bendix Aviation 
to the Treasury Department. Bendix 
probably is the largest supplier of 
parts and instruments to planes. Ben- 
dix in this program gets over the idea 
that American planes get through, and 
do the job set for them. . . . Planes are 
the biggest item in defense spending. 

All-out-defense brought a British 
advertiser to this country last month. 
Coventry Climax Engines, Ltd., Cov- 
entry, England, began a series of 
monthly insertions in Fortune and Fire 
Engineering, to get manufacturing li- 
censees for Godiva trailer fire-fighters. 

But only part of the newcomers 
make defense or capital goods. Many 
a maker of peacetime consumer prod- 
ucts has decided that now is a good 
time to meet new prospects. . . . Na- 
tional Gypsum Co., Buffalo, 15 years 
old, starts in magazines a 10-year pro- 


gram to support salesmen of its Gold 
Bond wall and ceiling materials... . 
Denver Chemical Co., New York, will 
spend $250,000 in magazines on the 
first national campaign for 51-year-old 
Antiphlogistine, for ailments ranging 
from chest colds and sore muscles to 
insect bites and poison ivy. . . . The 
55-year-old Upjohn Co., pharmaceuti- 
cals, Kalamazoo, Mich., begins its first 
general magazine campaign... . 

Some of these products have become 
well known without consumer adver- 
tising. They will become better known 
with it. 

Soap competition, always strong, be- 
came more intense than ever this year 
with the launching by Lever Bros, of 
Swan white floating soap, to compete 
with Procter & Gamble’s Ivory. P. & G. 
countered with a new ‘‘velvet suds” 
Ivory. But the battle was not confined 
to these two. Palmolive and others 
were in there, too. After Lever capi- 
talized on renewed interest in white 
soap by giving the old Fairy brand its 
first consistent campaign in newspapers 
in about 10 years. 

Another old product now receiving 
its first newspaper advertising support 
in several years is Vince, sodium per- 
borate mouth wash or tooth paste of 
William R. Warner Co. 

Drug advertisers find this to be a 
good time to introduce, or give addi- 
tional support to, new members of 
established families. . . . Bristol-Myers 
starts its first national campaign for 
Toushay hand lotion. Lambert Pharm- 
acal introduces ‘wo Listerine tooth 
pastes. Procter & Gamble gets more 
vigorously behind Teel liquid denti- 
frice and Drene shampoo. Colgate- 
Palmolive-Peet gives new support to 
Klek soap powder. Lever Bros., in 
New England radio and newspapers, 
launches Vimms, vitamin-mineral tab- 
lets, 

In introducing its 1942 cars, Buick 
uses the headline, “Priorities Are the 
Mother of Invention.” 


A lot of motor car, refrigerator, 
rubber, food and other companies 
could say ““Amen’”’ to that. Invention 
and adaptability imposed by defense 
is creating various of new and i:n- 
proved products. . . . Heels of syn 
thetic rubber, for instance. Perhaps 
we won't need to consume so much 
wool for bedclothes, owing to G-E’s 
electric blanket, now being advertised 
nationally for the first time. 

In line with the Government's 
“Food for Fitness’ program, a lot of 
new, enriched eek: of bread have 
appeared, one of the most widely ad- 
vertised of which is Continental Bak- 
ing’s Staff brand. Kellogg Co. is now 
engaged in an educational campaign 
to sell the vitamins contained in fruit, 
vegetables, milk, meat—and Kellogg’s 
Pep cereal. Joint laboratory efforts of 
General Mills and Eastman Kodak are 
producing vitamins through “mole- 
cular distillation.” 

Adapting themselves to a defense 
packaging situation, a dozen manufac- 
turers, including Thomas J. Lipton, 
Inc., and Quaker Oats, are introducing 
dehydrated soups. . . . National Dairy 
starts first advertising for its FroZest 
brand of frozen foods in the Middle 
West. . . . Hormel offers hamburger 
in cans. 

New competition in soups, by the 
way, is met by Campbell and Heinz 
with increased advertising. In addi- 
tion to several network shows, and 
month-in-and-month-out advertising in 
15 magazines, Campbell will spend 
more than $200,000 in newspapers 
and subway cards in New York City 
alone in the next six months... . 
Heinz is now putting into effect in 
several hundred newspapers—with in- 
sertions running several times a week 
—a “‘consistency’’ campaign tested in 
a score of cities last year. 

One national advertiser brought into 
being by defense needs is the Waste 
Paper Consuming Industries, collect- 
ing waste paper by advertising for it. 
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One new network program based on 
the joint need of the American nations 
to hang together and buy from one 
another (lest they hang separately) 1s 
the Eleanor Roosevelt series for the 
Pan American Coffee Bureau. 

New times bring new needs for ad- 
vertising—and new opportunities. 

Among others, there will soon be 
new national retail advertisers. Wool- 
worth’s only national advertising ex- 
perience was a single splurge, 10 or 12 
years ago, on its 50th anniversary. A 
newspaper test, now running in Utica, 
however, may be expanded... . S. H. 
Kress & Co. starts radio advertising. 
(Gimbel Bros. of New York, Phila- 
delphia, Pittsburgh, Milwaukee, and 
Rich's of Atlanta soon will promote 
their 100th and 75th anniversaries in 
national campaigns.) 


Luxuries Get Added Push 


Luxuries are being hit by new de- 
fense taxes. . . . But mew campaigns 
for cosmetics appear. . . . DeBeers 
Consolidated Mines of South Africa 
start to advertise brown diamonds for 
men. . . . Steinway Piano adds radio 
to its customary newspaper and mag- 
azine efforts. 

Goebel Beer, Detroit, and Christian 
Brothers Wines, Napa, Cal., start their 
first national campaigns, . . . Hiram 
Walker doubles distribution and ad- 
vertising of its new Imperial blended 
whisky. . . . National Distillers tests 
Cedar Brook blend in New England. 

. Fleischmann Distilling prepares 
to launch new Fleischmann brand 
bond and blended whiskies. . . . Sev- 
eral Puerto Rican rums recently made 
their national advertising debuts. . . . 

The list of old concerns which have 
become new advertisers, or are now 
promoting new products, could be ex- 
panded indefinitely. . . . Here is a food 
company in the East, which formerly 
sold only for private labels, starting to 
advertise its own brand... . . Here are 
established national advertisers, such 
as Borden and General Foods, intro- 
ducing new members of their lines. 

. Here are O’Sullivan’s heels re- 
suming national advertising after 10 
years... . Here is Package Machinery 
Co., Springfield, Mass., increasing its 
advertising budget 50% for 1942— 
despite the fact that it is oversold—to 
tell its regular customers what it is 
doing not only for defense but, in 
research, to meet “industry's future 
meeas. .., 

In ‘act, companies which are most 
overscid—such as Aluminum Co, of 
America, U. S. Steel and du Pont— 
Continue to be among the most con- 
sistent advertisers, 

One such company is Revere Copper 
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& Brass, Inc. Founded by Paul Re- 
vere, this company has learned to adapt 
itself through the changing conditions 
of one and a half centuries. 

Last month, C. D. Dallas, president 
of Revere, announced a new advertis- 
ing campaign, on home building. 

“The reason for this campaign,” he 
said, “is simple. I conceive of Revere 
as not being in business just this year 
and the next, or the one after that. 
It is in business for good. That means 
not only doing the best job today, but 
preparing fully for the future.”’ 

Copper, Mr. Dallas believes, will 


have an even bigger job to do in the 
homes of tomorrow, Revere’s adver- 
tising today will get more home- 
builders of tomorrow, when they think 
of copper, to think of Revere and its 
products. 

Consistent, constructive advertisers 
today are demonstrating faith in 
America, as well as in themselves. 
They are doing their part to keep alive 
the American system of individual 
initiative. 

And despite today’s defense respon- 
sibilities, they'll be ready for tomor- 
row, when it comes. 


Minute Movies present "BOOMTOWN”, U. S. A.—(cities 
whose industrial payrolls have mushroomed because of 


National Defense Contracts)—currently the biggest Box Office Attraction for 
advertisers. Through Minute Movies you can reach vast audiences of workers 
and their families with your advertisement (presented in Sight, Action and Sound) 
as part of the regular show. No pages to skip—no dial to turn—a product 
demonstration that tells your entire story from start to finish. Akron, Detroit, Los 
Angeles—in fact you'll find Minute Coverage Availability parallels locations 
and naborhoods of these Boomtown workers. Reach them at a basic cost of 


$3.00 per thousand reader-hearers. 


GENERAL SCREEN ADVERTISING, INC. 


Wrigley Bldg. 


Chicago 


National Sales Representatives: 
MACY & KLANER 
Wrigley Bldg., Chicago 
JAM HANDY THEATER SERVICE, INC. 


19 W. 44th St., New York City 


Gen. Motors Bidg., Detroit, Mich. 
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A Candid Shot at the Typical Middle Class Master Bedroom 


More than five hundred housewives of families earning $1,000 to $3,000 in Atlanta, Des 
Moines, Houston, Seattle and Springfield, Mass., submitted willingly to Ross Federal 
inventorying of their master bedrooms. Here in this condensed summary of the findings is 
a picture of opportunity for manufacturers who have the foresight to create more wants 


among these householders. 


OWNERSHIP | 
! 


FUTURE PLANS 


511 B AND C 
HOMES 


Chests. 
Cedar Chests 


Shades, Roll 
Shades, Venetian 
Clocks, Electrical. . 
Clocks, Winding... 
Phone Extensions. . 
Electric Fans. . 


*Number Owning. 


Four or | Owned 

More [Less Than 

Owned | 1 Year 
% | 


a 


i 
| 


| Owners |Non-Owners 
Planning to | Planning to 
Purchase 


N. A.— Information on q 


Second Great Unexploited 
Market Revealed in Survey 
of Middle-Class Bedrooms 


About the last place for which the average urban family thinks of 


spending money is the master bedroom. 


It deserves the term 


“Unexploited Market Number One” quite as much as the living 
rooms which were described (October 20) in the first half of the 


current SM-Ross Federal Survey. 


F all the middle-class families in 

America should suddenly decide 

to replace all furniture in the 

master bedrooms which is ten 
years or more old there would be an 
immediate market for: 

8,600,000... . beds 

7,880,000. . . . springs 

7,060,000. . . .mattresses 
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Those are the requirements for the 
master bedrooms only and are not, of 
course, a complete listing of the re- 
placement potentials in bedrooms. 
From the large table at top of this 
page, readers can make similar com- 
— for other articles, using as a 

ase 20,000,000 as a round figure for 
middle-class families. 


And if the middle-class families 
which do not now have any of the 
following items in their master bed- 
rooms should decide tomorrow to buy, 
there would be an immediate call for: 

9,080,000. . . . dressers 

9,280,000. . . . vanities 
14,920,000. . . .cedar chests 
11,240,000... .night tables 
15,300,000. . . . radios 
11,620,000... .room-size rugs 

These are conclusions which we be- 
lieve may safely be drawn from the 
survey made in September by Ross 
Federal field workers acting for the 
editors of SALES MANAGEMENT. They 
went into 511 middle-class homes in 
Houston, Seattle, Des Moines, Atlanta, 
and Springfield, Mass. There they 
took a physical inventory of the fur- 
nishings in living rooms and master 
bedrooms, and in addition questioned 
housewives about their future plans 
and needs. For further details on 
how the survey was conducted see the 
analysis of living rooms in the October 
20 issue under the heading ‘‘Middle- 
Class American Living Rooms Arte 
Unexploited Market Number One.” 

The findings in the survey confirm 
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New Market Study Reveals 
Exceptional Opportunity for 
Low Cost Selling in Detroit! 


When advertisers can get coverage of nearly two-thirds of all the newspaper-reading 
homes ina market like Detroit, at a single, low advertising cost—that’s a bargain in 
anybody’s money. Particularly so, when it is remembered that Detroit today is 
probably the most active, most prosperous market in America! 


Yet, that’s what The Detroit News offers now. A 1941 market study reveals that 
63.8% of all the city zone families taking any newspaper regularly take The News; 
that 42.7% of them take no other local newspaper! In other words, advertisers can 
not only cover the great Detroit market profitably with The News, alone, but also 
can cover a group of people equivalent to the population of corporate Pittsburgh 
that can be reached through no other newspaper! 


Here is America’s outstanding sales opportunity—Detroit and The News. Why 
take less when you can get such an advertising bargain as this combination affords? 


Net Paid Circultaion 6 Months Ending March 31, 1941 
WEEKDAYS, 359,053; SUNDAYS, 435,787 


The Detroit News 


THE HOME NEWSPAPER 
Owners and Operators of Station WWJ, America’s Pioneer Broadcasting Station, and Station W45D-FM 
New York: 1. A. KLEIN, Inc. Chicago: J. E. LUTZ 
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to a considerable extent the 1939 sur- 
vey made by the National Association 
of Bedding Manufacturers, although 
the SM-Ross Federal findings are a 
bit on the conservative side. As shown 
by the large summary table, 39% of 
the springs have been owned more 
than ten years and 35% of the mat- 
tresses. The association’s 1939 survey 
shows 63% and 53% respectively, but 
both surveys prove rather conclusively 
two striking facts: (1) An astonish- 
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FREE PROOFS! 
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PEP UP SALES! 


JYUNCHY pictures increase the 

profit pull of Sales Promotions. 
Eye* Catchers delivers them to you at 
80% saving. Bell-ringing photos to 
fit every situation, every type of busi- 
ness. A shot in the arm for tired 
selling. 


FREE OFFE 


Catchers Plan. 


Send today for free Proof- 
books and details of Eye” 
No obligations. 


EYE* CATCHERS, Inc. 
10-12 East 38th Street, New York 
*Reg. U. S. Pat. Office. 
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A 


« 4 sticks of it in the cleverest ad 
medium in years. 
Appeals to men, 
children alike. 
Sheer novelty rivets attention to 
your ad. 

Write, phone or wire fer low 
prices. 


AMERICAN DISTRIBUTORS, INC. 
1756 Adams Street, Toledo, Ohio 
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ingly high percentage of nearly all 
bedroom items is more than ten years 
old; (2) An equally astonishingly 
high percentage is to be found. in the 
summary table under the heading 
“None Owned.” 

Remember that these are middle- 
class families, 56% of them being 
in the $2,000-$3,000 income group, 
and yet among the following articles 
40% or more of the families do not 
own any: Dressers, vanities, chiffon- 
iers, cedar chests, night tables, radios 
(in master bedroom), room-size rugs, 
drapes, and electric fans. 

Obviously, the master bedroom isn’t 
getting as much attention from house- 
wives as the living room, as may be 
seen by a comparison of the columns 
under the heading ‘‘Future Plans” in 
the living room and bedroom surveys. 
In this bedroom survey the highest 
percentage of owners planning to re- 
place is to be found in the beds classi- 
fication, and the figure is only 4.3, 
while among non-owners planning to 
purchase, the highest percentages are 
5.0 for chairs and 4.5 for night tables. 


Poorly Lighted and Shabby 


As was done in the survey of living 
rooms, electric outlets came in for 
careful scrutiny by the Ross Federal 
interviewers. The check-up shows: 


No outlets .......... 11.1% 
CD eae ere 32.6 
OD 6b % cds dccewen 29.7 
0 re 13.7 
OE 0 ee deacon 9.6 
5 or more outlets .... 3.3 


It may be true that fewer outlets 
are required in master bedrooms than 
in living rooms. The survey shows 
definitely that there are fewer in the 
bedrooms—with 12.9%, for example, 
having four or more in the bedrooms 
as against a similar percentage of 42.8 
in living rooms. 

Interviewers also made a record of 
the number of outlets in use (hooked 
up) and the tally showed: 


WH SSeeee ecannen 13.5% 
ty Soden eed ute saaaes 36.8% 
F fivecrvecurnracen 30.1% 
Prreree rr erry 11.2% 
D kkeceusant eens es 7.4% 
ff ere 1.0% 


Housewives were asked whether or 
not they thought additional outlets 
were needed, and if so how many. The 
answers: 


INR Ts naknhacta-s a beets 59.7% 
PE As Tee eee 21.9% 
Gis eee 14.5% 
POG 56k tienen 3.9% 


Just as was true of the living rooms, 
paper is more popular than paint, and 


walnut and mahogany are the most 
popular finishes. Of the master be: 
rooms 83% were found to be papered 
and 16% painted. Forty-nine per cent 
of the furniture was walnut, 23% ma- 
hogany, 12% maple and 8% oak. 

Housewives were asked the date on 
which the last decorating was done in 
the master bedroom and when the next 
redecorating would be done. The an- 
swers indicate that the average master 
bedroom was last decorated in the 
closing months of 1938. By years the 
decorating figures are: 


| SBOE re 12.1% 
BR sues cbse uaeen 17.6% 
Serer roe 19.3% 
_ ere 16.0% 
Prior to 1938....... 30.5% 


Only 32%, of the women had any 
positive ideas on when they would 
next decorate the master bedroom. 
Their answers revealed the following 
plans: 


tear ge, a nphPreras: 3.5% 
ERA ere 10.8% 
_ ease 6.3% 
ME v6heceyuavbn ee 5.3% 
1945 or later........ 6.2% 


From the cold facts of the survey 
and the remarks of the housewives 
SALES MANAGEMENT draws a few 
highlight conclusions. Incidentally, 
the great majority of the housewives 
were tremendously interested in the 
survey, and the Ross Federal inter- 
viewers found that their greatest prob- 
lem was in terminating the interview. 
The major highlights are these: 


Waiting, But Not Wooed 


1. With the possible exception of 
a relatively small number of progres- 
sive manufacturers and retailers, the 
middle-class housewives of America 
have not been wooed by the furniture 
and furnishings industries anywhere 
near so assiduously as by the purveyors 
of foods, aids to health and beauty, 
wearing apparel, transportation, and 
amusements. 

2. Neither in volume nor in con- 
sistency has the advertising pressure 
been attuned to the great potentials 
of this market. It has been treated 
more like a little twenty-five million 
dollar market than one which should 
run to more than two billion dollars a 
year. 

3. If every American home spent 
$100 a year for furniture and house 
furnishings the total would be 3.5 
billions; at $50 a year, which doesn't 
seem to be an unreasonable figure, the 
total would be 1.75 billions. No one 
knows exactly what the actual figure is 
but it is probably less than one anc 
one-half billions. 
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Chicago—the workshop of America—is a 


prosperous market when the working man 
prospers. From the pockets of half a mil- 
lion overalls come the pay checks that start 


goods moving from the merchants’ shelves. 


The latest bulletin issued by the Illinois 
Department of Labor shows that the over- 
all-wearing factory wage earners in the 
Chicago metropolitan area had an average 
weekly earning in August of $33.04. For 
’ the same period the average for the white 
collar wage earner was $29.72. For the ad- 
vertiser this means that coverage of the 
overall-wearing market is full of new 


meaning and importance’ in the Chicago 


area. 


In this territory more families read The 


TIMES than any other evening newspaper. 
It is one newspaper that gives “overall 
coverage” double meaning —and it is avail- 
able to the advertiser at the lowest cost per 
reader for evening newspapers in the 
United States. 


CHICAGO'S URE NEWSPAPER 
NATIONAL REPRESENTATIVES 
- SAW YER-FERGUSON-WALKER CO, 
4 NEW YORK DETROIT CHICAGO a — 


My 


. THE 9 TIMES 


Largest Evening Newspaper Circulation in Chicago’s 40-Mile Radius 
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\ buyer looks over some of the 6,600,000 pounds of fowls 
which the co-op will sell this year. Despite this huge total, 
eggs are the chief concern of the marketing group’s 5,500 


members. 


One bad egg may mean a customer lost forever to the 

grocer. Therefore every egg marketed by the organ- 

ization is washed, candled and re-candled with scien- 

tific care. Result: The co-op sets the standard price 
in its territory for all eggs. 


And So Billions of Eggs, Millions 


of Chickens Get to Market 


Nature controls the output, not production lines, but Poultry 


Producers, California co-op, must sell it quickly. 


Since 1916 


the organization has stabilized prices, graded up quality, built 


consumer acceptance for its brands. 


VER 34,789,000 dozen is a lot 

of eggs, but that’s how many 

were marketed for the 5,500 

members of the Poultry Pro- 
ducers of Central California, a huge 
producers’ cooperative that is nearing 
a quarter century of successful opera- 
tion. In addition to the eggs sold in 
1940, the organization also marketed 
6,600,000 pounds of poultry and 153,- 
328 tons of feed during the same 
year. 

Founded in 1916, with several hun- 
dred members and assets that amounted 
to no more than $10,000 including 
operating capital, equipment and build- 
ings, it is now one of the most im- 
portant of California's agricultural 
enterprizes with 54 modern properties 
and with headquarters at 840 Battery 
Street in the heart of San Francisco's 
waterfront market section. 

Chief purpose of the cooperative is 
to serve as the packing and marketing 
agency for its members; it also has an 
extensive feed supplying service. With 
a modest advertising budget and con- 
sistent, intensive “‘dirt-line’”’ selling on 
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the part of its field men and district 
managers who call on dealers, it has 
done a sound job of building con- 
sumer acceptance for the organization’s 
own brand name, “Nulaid,’”’ and of 
establishing prestige among dealers 
and the public and confidence in the 
organization, 

Before the formation of the coop- 
erative, in 1916 and up to that time, 
the price of eggs was set by the San 
Francisco Dairy Produce Exchange. 
The method was peculiar: The last 
sale posted for a given day set the 
price of eggs for the succeeding day. 
A racket developed. Dealers found 
they could get together, especially in 
the Spring storage months, and see 
that a low price was posted. 

Producers claimed, as a result of 
this situation, that the forces of supply 
and demand did not have free play 
and it was at this point that a group 
of them tried to form an organization 
to protect themselves in the matter of 
price stabilization, by re-injecting the 
element of competition into the trade. 
In 1916, they founded a capital stock 


corporation and this form of organiza- 
tion prevailed for about eight years. 

For the first year, the organization 
worked with the San Francisco Dairy 
Produce Exchange, but unsuccessfully 
from the point of view of the aims of 
the producers, which was to obtain fair 
prices in relation to supply. Gradu- 
ally, the cooperative took the lead until 
it was able to set prices. Now, with 
a dominant position in the egg market 
there, the cooperative sets the prices in 
this market, with the independents 
usually selling slightly below. 

In 1924 the corporate set-up was 
changed from a stock corporation to a 
non-stock and non-profit cooperative. 
Reason for the change was to give 
members the benefit of the California 
laws governing cooperatives. In that 
state, a cooperative has certain tax ad- 
vantages. There are no profits to tax. 
Earnings are all ‘savings’ and are re- 
turned to members at the end of the 
year in the form of deferred payments 
on commodities marketed. 

In 1926 the cooperative started pur- 
chasing feeds in quantity and selling 
to members, As a result of this non- 
profit purchase of grain, feed and sup- 
plies (including remedies and mect- 
cines used in care of livestock) great 
savings were effected for the member- 
ship. This cooperative buying ws 
never extended beyond the purchase vf 
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BUILDING SUPPLY NEWS is the building industry's No. 1 Dealer 
Paper — the only paper of paid national circulation directed exclusively to 
the lumber and building material dealer — providing manufacturers with 
the largest circulation among these dealers in America. Its coverage is 
approximately twice that of the next recognized lumber dealer publication. 


PRACTICAL BUILDER, as one manufacturer recently described it, 
is the “Sensation of the Building Industry”, providing the only mass coverage 
of building contractors — more than 66,500 each issue — and the only exclu- 
sive building-contractor publication in the industry. 
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H. A. BROWN, head of famed Lenox, Inc., Trenton, N. J., makers of finest 
American dinnerware and decorative pottery started with the company almost 
at its inception 50 years ago as a stenographer. He has been President since 
1920 — the moving spirit in an old-line, forward-looking organization alert to 
new and better ways of doing things. His letter tells you how his Business 


Paper reading aids his business. 
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LENOX 
LENOX INCORPORATED 


TRENTON, N. J. 


ESTABLISHED 1889 


Mir. Raymond Bill, Publisher September 25, 1941 
Sales Management 

420 Lexington Avenue 

New York City 


Dear Mr. Bill: 


Two ceramics magazines are the Business Papers of this particular 
industry that I read with care -- usually at home where there is time to 
digest their contents. I have read them for a good many years. Dealer maga- 
zines have less interest for me because our rigid Lenox selective dealership 
system makes our distribution different from that of most other producers. 


I must say frankly the pages of equipment advertising in these two maga- 
zines are usually well written and get my first attention. We are constantly 
improving our plant methods to produce Lenox ouality ware in new and better 
ways. So we study every new process, every kind of new equipment to see if 
we can adapt it to our own highly specialized needs. A great deal of develop- 
ment work along this line is done by our research laboratory and by our 
mechanical engineer. Naturally I take a keen personal interest in these ac- 
tivities. :The continued success of this business depends in part upon them. 
Equipment advertising is one of the guides that help us keep our plant modern 
and profitable. 


For the same reasons I read technical and semi-technical editorial articles. 
Many of them are helpful to us in our own thinking because they are written by 
men who speak from experience and know what they are talking about. 


This kind of magazine work is doing its part to improve the quality of 
American ware ... a worth-while publishing service to our industry. 


In these hectic defense days the two magazines have taken on an even 
greater interest for me. In case we have to expand production to include 
ceramic products for defense, data we are now reading on all branches of the 
ceramic art and processes involved may be of value. 


Very truly yours, 


LENOX, INCORPORATED 


President 


A SURVEY SERIES... 


fe By Sales Management showing that key men every- 
where in industry are regular readers of Business Papers 
... and why. 

Sponsored by the foregoing Business Papers receiv- 
ing unanimous votes from a jury of disinterested experts 
for honest and able editing that renders a real service." 


commodities directly pertaining to the 
industry, chiefly feed for chickens, 
turkeys and livestock. 

The cooperative feed buying has 
some interesting ramifications. For 
instance, recently corn production in 
three states fell from 126% (using 
1926 as a base line) to 44%, while 
in adjacent territory a comparable in- 
crease of production occurred. How- 
ever, the freight rate in the larger 
production area was 79 cents a hun- 
dred-weight greater. The cooperative 
as an organization consequently ap- 
plied to the Transcontinental Freight 
Bureau for a comparable rate of trans- 
portation for produce from the larger 
corn-producing area. The application 
is mow under consideration. If 
granted, it will result in a saving of 
from $25,000 to $30,000 a year or 
seven cents a hundred-weight—$1.40 
a ton. 

Another interesting activity grew 
out of the grain service. On the Sac- 
ramento River, where grain transpor- 
tation is a large item, the Poultry 
Producers jointly with a shipping com- 
pany, installed a hose pressure loading 
system. By means of a rubber hose 
from farm to river bank, grain is 
loaded without stevedoring, thus elim- 
inating stevedoring charges, 

These are useful services, but the 
chief job of the organization was in 
the beginning and remains today the 
marketing of eggs. The object of the 
cooperative 1s to move eggs more 
profitably than the individual farmer 
could move them himself. 

California is the major market, but 
when supply exceeds demand, ship- 
ments are made to eastern states and 
even as far away as the Canal Zone 
and Hawaii. 

The cooperative has two major 
duties to discharge for its members: 
Orderly marketing, which includes 
maintenance of fair prices; and scien- 
tific handling. 

To achieve the first, it is necessary 
to maintain a constant delicate adjust- 
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ment of greatest return to members 
commensurate with supply. In the 
words of the cooperative’s advertising 
manager: ‘God and Nature control 
the output. We must dispose of the 
product regardless of cost of produc- 
tion because, even though it is subject 
to storage, we are dealing with a 
perishable commodity.” 

As a concommitent of its prominent 
position in the local egg nd. the 
cooperative’s price establishes the mar- 
ket. “While this might be regarded 
as a happy position to be in, neverthe- 
less it has its disadvantages. One re- 
sult is that we establish the price under 
which competitors may cut.’’ This is 
met with standard quality and uni- 
formity of product, and service to 
dealers. 

To maintain an orderly market with 
fair prices, two methods are used in 
periods of surplus: Storage, and ship- 
ment to other markets. “The organi- 
zation is well able to take a loss on 
five carloads to make a profit on 90 
carloads.” 

The cooperative has a subsidiary 
known as the Pacific Egg Producers, 
which is owned jointly with egg co- 
Operatives in Washington, Oregon, 
Los Angeles, and San Diego. This 
subsidiary maintains offices in New 
York, Chicago, and Washington, 
D. C., and handles the marketing of 
surpluses in eastern states. 

By means of this dual control— 
storage and shipment to other markets 
—a satisfactory price level is main- 
tained for members. The cooperative 
management maintains, however, that 
free and open competition prevails be- 
cause if they permit the price to go 
too high the independents immediately 
undersell. A runaway market in San 
Francisco is also prevented by the dif- 
ferential in prices between Washington 
and California and the Midwest and 
California, because if prices go too 
high in San Francisco, eggs start to 
come in. 

The handling is one of the most 


Co-op eggs are lined up for shipment to New York, Chicago or wherever prices are 
satisfactory. The California marketing association can “take a loss on five carloads 
to make a profit on 90 carloads.’ 
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interesting activities of the cooper- 
tive. Its 54 properties include evg 
and poultry packing plants, egg collcc. 
tion and feed supply depots, four feed 
mills, offices and sales agencies. Gen- 
eral offices are at San Francisco head- 
quarters which includes a large plant 
for packing eggs and poultry as well 
as facilities for large-scale distribution 
of these commodities to the retail 
trade. Another important sales branch 
is in Oakland. The remaining smaller 
units of the organization are distrib- 
uted throughout the Sacramento Valley, 
San Joaquin Valley, Santa Clara Val- 
ley, Salinas Valley, the Redwood Em- 
pire and adjoining areas. The most 
modern equipment is used in grading, 
washing, packing, storage of the eggs. 
Poultry Producers of Central Cali- 
fornia packs 29 different brands of 
eggs, ten of which it owns; the other 
19 are for large wholesalers such as 
Swift, Armour, Safeway Stores, Golden 
State Co., Kingan, Red & White, An- 
drew Williams, Challenge Cream and 
Butter, and Borden’s. The best known 
of the organization's own brands is 
Nulaid, which established a reputation 
for freshness and uniformity which 
has been maintained over the years. 


Quality Constantly Checked 


The cooperative is not exaggerating 
when it speaks of ‘“‘scientific handling” 
of its eggs. This has been brought to 
such a point of carefulness and preci- 
sion that even the large wholesalers 
cannot equal it and prefer to avail 
themselves of the facilities of the or- 
ganization. The farmer is responsible 
for the first grading and washing of 
the eggs he sends to the cooperative. 
The eggs are again graded on receipt 
at the branch depot of the cooperative 
and government candled. At the San 
Francisco distribution point they are 
again government candled. 

This scientific handling reaches out 
to the dealers’ shelves. Eggs may be 
as fresh as a Spring day when they 
are delivered by the organization to 
the dealer, but carelessness at this 
point may damage the grocer and the 
organization. This is where the co- 
operative’s dealer service comes in. A 
system of rotation of stock is main- 
tained. All of the cooperative’s cartons 
are numbered serially and detail men 
are trained to put deliveries of new 
eggs at the bottom and previous de- 
liveries left over on top. Obviously, 
no matter what care is taken to ensure 
the customer of high quality eggs, if 
the dealer leaves old deliveries on (h¢ 
bottom the quality of those eggs be- 
comes questionable. Salesmen check 
constantly on this point and also <o 
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their part in educating the grocer. 

No amount of advertising, however 
skilful, could hope to convince the 
consumer that a poor egg was a good 
eeg or a doubtful one fresh. In its 
relations with the consumer the or- 
ganization has proceeded on the as- 
sumption that a good egg is its own 
best advertisement. Still advertising 
has played its part in building and 
maintaining the reputation of Nulaid 
and its family. Originally, the market- 
ing problem involved was in breaking 
into the grocery field and persuading 
dealers to carry a selection of stock. 

Now, with a dominant position in 
the egg industry, the problem is re- 
versed and salesmen attempt to win 
exclusive distribution for the coopera- 
tive’s brands. 

Chief advertising media have been 
point-of-sale and merchandising helps 
to dealers, grocery and restaurant trade 
paper advertising, and newspaper ad- 
vertising to the consumer. The Easter 
season has always been used for great- 
est publicity and promotion. The 
organization’s advertising is of three 
types: Egg; membership; feed, 


Membership Safety Valve 


When the supply of eggs is low, 
stress is laid on obtaining additional 
membership; when supply is high, this 
emphasis 1s decreased. Rural news- 
papers are used to advertise the advan- 
tages of membership to farmers when 
additional membership is required. 
There is always a normal flow of re- 
signing members owing to human 
factors of one sort and another, as is 
natural with so large a membership. 

Now, confronted with rapidly rising 
prices, with the consumer's dollar be- 
ing compelled to do hard service for 
the average family, a more competitive 
market may result and a more aggres- 
sive advertising policy be indicated, if 
not actually necessary. 

The organization considers itself as 
having a two-fold responsibility, for 
it has two “bosses” —5,500 members 
and 2,000,000 consumers. It must 
obtain for its members the greatest 
possible return, yet it must establish 
a price satisfactory to the consumer. 
The experience and findings of the 
organization indicate that there is a 
resistance point where the price of 
eggs is concerned at which consump- 
tion is diverted to lower grades or to 
competitive lines. Thirty cents a dozen 

the resistance point in this market 

| it appears to be largely unrelated 
to prices of other commodities. With 
this psychological factor to contend 
with, the organization sees a possible 
blem as commodity and egg prices 
rease and educational advertising 
y be one way of meeting it, al- 
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though thus far “scientific analysis of 
the result of advertising of eggs is 
very nearly impossible because of a 
wide variety of uncontrollable outside 
factors (price, weather, competition) .”’ 

Two advantages of the cooperative 
to its members have not been men- 
tioned: Scientific traffic control, and 
the benefit of the deferred payment 
plan to the producer. 

The traffic control factors means 
routing of trucks to carry full loads 
going and coming. A truck that brings 
eggs to the market may return loaded 
with feed. Also payment of profit on 
drayage to common carrier is elimi- 
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nated, as is the speculative risk. 

On the deferred payment plan it 
has been found that when producers 
receive at the year’s end their bonus 
or “savings” from the earnings of 
the cooperative, they are far more 
likely to turn this into purchases of 
new chicks than if they received it in 
driblets throughout the year. The 
bonus or deferred payment to mem- 
bers is on egg sales and feed purchases, 
each in direct ratio to volume. 

President of the organization is Carl 
P. Paulson, of Sebastopol; general 
manager is John Lawler, of San Fran- 
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Cincinnati’s famous Mount 
Adams Incline has one thing in 
common with the Times-Star. 
Both provide a short cut to 


homes in Cincinnati’s 
residential sections. 


CINCINNATI 


hilltop 


HULBERT TAFT, President and Editor-in-Chief @ 
New York: Martin L. Marsh, 60 E. 42° @ Chicago: Kellogg M. Patterson, 333 


The Times-Star provides a speedy 
short cut to Cincinnati’s finest 
hilltop residential sections .. . 
gives you COMPLETE coverage 
of Cincinnati’s “Above Average” 
residential sections at the same 
time that it gives you MORE 
coverage of ALL Cincinnati resi- 
dential sections than any other 
daily (according to Ross Federal 
Survey No. 8-35). 


Climb aboard! You'll be in good 
company ... along with the na- 
tion’s leading advertisers ... 
when you concentrate your 
advertising in Cincinnati’s 
LARGEST daily, the Times-Star. 


For up-to-the-minute news of 
sales opportunities in Cincinnati, 
write for the Times-Star Market 
Data Reference Library. It will 
be sent you free. Send for it now. 


Owners of Radio Station WKRC 
N. Michigan 


int 
- < and 
quacTacot went 


OW a second-hand typewriter 
and an idea was developed, 
in seven years, into a manu- 
facturing business producing 

nearly 2,000,000,000 units yearly is 
the story of Perry Graf Corp., of 
Maywood, IIl. 

In 1934 L. E. Perry worked out an 
inexpensive device for Allis-Chalmers 
Mfg. Co. for selecting the proper 
V-belt drive for machinery. It made 
the selection of power drives about as 
simple as the selection of a shirt. That 
done, Mr. Perry borrowed $300 from 
a loan company, found a printer who 
could make the device, and the busi- 
ness was launched, 

Today the Perry Graf Corp, has a 
staff of engineers, a modern manufac- 
turing plant and a list of customers 
that reads like a Who’s Who of Amer- 
ican Industry. Sales tools are designed 
for almost any ‘mathematical or en- 
gineering problem, for selection of 
equipment or for graphic illustration 
of the sales message. More than one 
totally new design, on an average, is 
coming out of the engineering depart- 
ment each day. Every step in the pro- 
duction of the gadgets is done under 
one roof—designing, printing and 
die-making. 

The devices are made of paper, 
celluloid or plastics, using both stand- 
ard or metric systems, and have been 


Four dinguses that give varied technical 
information: For General aviation tires, 
true air speed and flying data; for 
Pfister Hybrids, comparative yield per 
acre for ordinary and hybrid corn; for 
Ohmite, computations of the resistance of 
electricity in electric wires; for McKes- 
son, the metabolism rate in human beings. 


Gadgets for Computing Almost 
Anything: That’s Perry Graf 


i ' UINCY COMPRESSOR co 


printed in English, French, Spanish, 
Portuguese and Swedish. You simply 
turn a disc or two, or pull a slide, and 
the answer pops out. 

Take the case of the Ohm’s Law 
Calculator. This computes the resist- 
ance of electricity in electric wires. It 
finds volts, amperes, watts and ohms— 


Quincy Compressor Co., Quincy, Ill, enables 

purchasing agents, architects, etc. to pick the 

right size and type of air compressor with a 
pocket-size selector. 


Twiddle a disc, pull a slide and the 


answer to your question—in \ olts. 


tons, or whatever—pops out. Such 
useful calculating devices make A] 
advertising mediums, which is why 
the company is producing them hy the 


millions for all sorts of advertisers, 


Quincy, ttlinots 


on a sliding scale and selects resistors. 
The face of this calculator naturally 
made a fine advertising medium for 
its buyer, the Ohmite Manufacturing 
Co. On the other hand, the calcu- 
lator was so valuable that it was sold 
by Ohmite to the 80,000 technicians 
and electrical dealers who received it. 


United Air Lines wanted a device 
that would automatically give, in an 
instant, the air fare between any two 
points on any of its lines. It also 
wanted the rail fare, for comparison, 
with the difference in cost, the busi- 
ness hours that would be saved by 
flying, and an estimate of the expenses 
that might be saved. More, United 
wanted to know, just as quickly, the 
amount of salary that might be cred- 
ited to the time saved in flying. 
Through a series of die-cut windows 
and a slide it was all worked out. 

A large company makes a stock ra- 
tion filled with vitamins, chemicals, 
etc.. which, when substituted for corn, 
it is claimed, puts pork on a hog more 
cheaply. Find the price of your corn, 
turn a disc so that the arrow points 
to the price, and a second arrow shows 
the cost of making 100 pounds of 
hog by feeding corn straight or corn 
with the special feed. By twiddling 
the disc, one learns that if corn costs 
83 cents a bushel and is fed straight, 
it costs $9.40 a hundred to ‘make’ 
pork. With the special product 
added, $5.25. That’s a sound selling 
talk to put out to a couple of million 
hog raisers. An advertisement is 
printed on each device. 


You, Too, Can Be an Expert 


One of the world’s largest electrical 
manufacturers had only six specialists 
for specifying electrical refrigeration 
for stores. An instrument was devised 
which specified the proper equipment 
in two moves of the slide, and over- 
night 2,000 men could make the rec- 
ommendations. 

Right now the Perry organization is 
turning out approximately 1,600,000 
of these various gadgets a month. The 
price range has been running from six- 
tenth of a cent up to $3.17 a unit. 
Some orders have called for 100,000 
or more. Among the various lines 
using them are meat packers, soap 
manufacturers, paint makers, clothing 
houses, newspapers and manufacturers 
of medical supplies. A university re- 
cently ordered several thousand of 
them to use in class rooms. 

The Armco calculator for drainage 
structures, developed for the American 
Rolling Mill Co., Middletown, O., 
automatically shows required drainage 
structure diameters for draining an 
area, based on maximum rainfall per 
hour in mountainous, hilly, rolling or 
flat land if carried off through a mul- 
tiple plate pipe, a multi-arch plate, a 
standard round or a pipe arch. One 
side is for large drainage areas, the 

¢ for small. 
‘ister Hybrids, a leading corn 
ding firm, has a windowed slide 
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“A good ‘Newapapet: gives action 
to its readers—gets action for its 
advertisers. The Journal is a good 


Newspaper. 


JOURNAL, cea sn snr exnure 146,189 
JOURNAL ........... 107,567 
JOURNAL 76,665 


OREGONIAN  totai net paid daity circulation 142,673 
OREGONIAN city & suburban daily circulation 85,854 
OREGONIAN 58,605 


total city daily circulation 


total city daily circulation 


Figures from ABC Publisher's Statements, March 31, 1941 


THE JOURNAL 


Portland’s Afternoon Newspaper 
PORTLAND, OREGON 


REYNOLDS-FITZGERALD, Inc., National Representatives: 
New Yerk, Chicage, Philadelphia, Detreit, San Francisco, Los Angeles, Seattle 
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tive yield 


and hybrid corn, considering the ratio 
of corn to cob and moisture content. 
McKesson Appliance Co., of Toledo, 
O., uses a Perry Graf calculator to 
determine 


rule device which shows the compara- 


per acre for ordinary corn 


the metabolism rate in 


Product, Initials, Sports, em- 


zIPPO and ‘‘be remembered longer."’ 


Write for PRICE LIST & FOLDER 
ZIPPO Mfg. -y Box 15 Cradterd. Pa. 
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human beings. 

Inland Steel Co., of Chicago, has a 
weight calculator which gives needed 
weights of sheets, plates, rails, beams, 
United Motors, of 
Detroit, has a selector which, working 
from known factors, specifies catalog 
numbers for the selection of ball and 
The known factors 


sheet piling, etc. 


AMERICA'S No.! quaury| wae Seong. Tae , 
GIFT-PREMIUM PRIZE | are the type of bearing, the outside 


wa or with Firm Insignia, Trade} diameter and strength. 


Pull a slide 
ssed or engraved in color—give a| and you have the number. 

B. F. Goodrich has a device which 
shows the stretching and contracting 
of rubber plys in ordinary tires, as 
compared to the new Goodrich tire. 


A 


Cash Registers 
Are Singing 


Merry Song 


Of S-A-L-E-S! 


Measured by any standard the Winston- 
Salem market (109.833 folks within 15 


minutes of downtown area) is a 


for advertisers ... NOW! 


*“*“must”’ 


What with people gainfully employed in 


industry and agriculture and the tobacco 


market furnishing its annual ““PLUS” in 


purchasing power . . . Winston-Salem 


people are making the cash registers ring 


for the things they need. 


We'd like to tell you more about some 


sales records that will make you, too, 


want to include in your advertising plans 


the 


JOURNAL and SENTINEL 


in Winston-Salem, North Carolina 


National Representatives: KELLY-SMITH COMPANY 


NBC — Radio Station WSJS — NBC 


It also shows how Goodrich desivn 
allows more rubber where it is neede: 
Another device shows the operation of 
art metal files. 

For General Electric, the company 
worked out an ‘Arc Welderule’ 
(shown on page 56) to estimate arc 
welding electrode requirements. Op. 
erating in a manner similar to a slide 
rule, the device gives information on 
11 sizes and types of joints, 22 dif- 
ferent sizes and types of electrodes 

Although general data along this 
line have been published in bulletin 
form, the Arc Welderule, say G-E 
officers, ‘enables more accurate esti- 
mates to be made because it applies to 
specific types and sizes of electrodes.” 
It is also handier and easier to get the 
answer because it 's of vest-pocket size. 

Mr. Perry explains that anything 
governed by mathematics or engineer- 
ing can be figured out and transposed 
to some sort of gadget, even the most 
complicated and involved problems. 
Also that the operation of equipment 
of the sales message can be portrayed. 


jos 


Prospects? Unlimited 


“There isn’t a big company in the 
country,” he adds, “that isn’t a pros- 
pect for some sort of device. Besides 
saving labor, all of these calculators 
are remarkable advertising pieces. In 
all cases they are made with advertis- 
ing on them and then, because they 
are in such demand, they can be sold 
for enough to cover costs or even give 
a profit.” 

Perry Graf Corp., he explains, 
needs only the definition of the prob- 
lem for a starting point. It then sub- 
mits models for approval and does the 
manufacturing. The company has de- 
veloped its own specialized machinery 
for printing, coating and die-cutting 
and its own special materials. All 
output of the plant is on order. Some 
jobs are very simple and the runs are 
short. Every effort is made to arrive 
at simplification. 

Not long ago a company submitted 
a calculator which it had devised. It 
had 25 working parts. As planned it 
would have cost $3 a unit. The Perry 
company’s specialists simplified it to 
little more than a flat slide rule which 
still gave the answers and reduced the 
cost per unit to a few cents. 

Calculators of this type can be made 
of a hard varnished paper, celluloid 
or plastics. One of the main points 
stressed is that the person who pos- 
sesses one is likely to consult it at the 
very moment when he is planning to 
make a purchase. It has appeal for 
both the buyer and the salesman lx 
cause it gives help quickly on comp!'- 
cated problems. 
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Mohawk’s little Indian carries no gas, but a big amount of attention-value along the 
California highways. 


Marketing Flashes 


Miniature Autos That Save as Well as Advertise 
Gasoline— Corn Liquor Enlists in the Army 


Use the User 

General Electric Co. plans to “use 
the users’ of its automatic electric 
blankets. (As told in SM October 20, 
the “blanket with a brain’ is currently 
getting its first national merchandising 
and advertising.) 

Each purchaser of a blanket will be 
given post cards by the dealer on which 
he may send in the names of friends 
who’ might be interested. If a sale 
results within 30 days, a merchandise 
certificate good for $3 is awarded, 

Users in the past have been the 
best salesmen the blanket has had, 
Bridgeport factory executive points 
out. ‘One prominent business man 
was responsible for the sale of 50 auto- 
matic blankets to his friends. Because 
of his enthusiasm, some of his friends 
purchased two blankets, sight unseen. 
Others would buy one for a trial and 
within a couple of weeks would be 
back for another. The use-the-user 
plan puts this enthusiasm to work 
multiplying sales.” 


Bond-a-Month 


Miss Catherine Auer, in the book- 
keeping department of Eagle-Picher 
Lead Co., Cincinnati, initiated a plan 
that has sold thousands of dollars 
worth of Defense Bonds to her fel- 
low employes, is spreading to other 
companies all over the country. 

She explained to E-P’s personnel 
director, A. J. Smith, “Many of our 
emp.oyes want to buy Defense Bonds 
and stamps. But it is difficult for us 
to get away during the hours they are 
On sale. Banks open at nine, close at 
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two. Post office hours are from eight 
to five. These are the hours when we 
are supposed to be on our jobs, Why 
not make arrangements to sell Defense 
Bonds and Stamps in the office?” 

Tried on a small scale, the idea was 
an instant click. Now E-P has a club 
whose members are pledged to buy a 
bond-a-month for six months. Smaller 
amounts of stamps are purchased regu- 
larly by hundreds of employes. 

The Treasury Department in Wash- 
ington has given its blessing to the 
plan. Mr. Smith will send complete 
instructions on how to operate a simi- 
lar club in your company if you'll 
drop him a note. Naturally, there's 
no charge. Says he, “Here is an idea 
not demanded by a dictator, but sug- 
gested by a young American girl.” 


Papoose 

Motorists along the California high- 
ways may think they are seeing things 
when they meet or overtake a minia- 
ture tank-truck and trailer, exactly 
duplicating one of Mohawk Petroleum 
Corp.'s service outfits, and complete 
down to the clanking chains that 
ground static—but all in fun. 

It is the ‘‘Papoose,”’ rated ‘8,000 
pints capacity, ’ and has never carried 
a teaspoonful of petroleum products, 
other than the fuel needed by its own 
engine, but the boys in the Mohawk 
shops had a lot of fun building it. 
They started with an Austin engine, 
and duplicated every detail of a big 
tanker outfit, even the fire extinguish- 
ers, which will never be needed, be- 
cause there isn’t going to be any fire. 


| 
| 
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President, 


Des Moines. 


When his company began 
selling coal at retail in Des 
Moines, John Shuler decided 
to concentrate consumer-ad- 
vertising on Station KRNT. 


From the very beginning, 
response was so satisfactory 
that no other form of adver- 
tising has been necessary. 
This fall, Shuler is using 
KRNT for the sixth season. 


Over and over again, KSO 
and KRNT have proved they 
can “carry the ball” for ad- 
vertisers using radio ade- 
quately. Except for network 
affiliation, KSO and KRNT 
are near-twins. Both have 
5,000 watts. Both have strong 
trade-recognition. Both have 
fine records of sales accom- 
plishment. 


With Iowa farm-income at 
a new high . . . with defense 
activity increasing Des Moines 
payrolls 20% or more... it’s 
well to have KSO and/or 
KRNT on the job to increase 
your sales to more than a 
million people in Iowa’s No. 1 
market—Des Moines and its 
extensive trading area. 


KS0 


NBC- BLUE 
AND MUTUAL 
5000 WATTS 


BASIC 
COLUMBIA 
5000 WATTS 


ARNT 


The Cowles Stations in 


DES MOINES 


Represented by The Katz Agency 
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JOHN D. SHULER, 
Shuler Coal Co., 


SOUTH CAROLINAS 
No.| Market 


FIRST IN~ 
@ Total Population-White Population 
@ Wholesale & Retail Sales 
@ Industrial & Business Pay Rolls 
@ Automobile Registration 


DOMINATED BY 


wan WFBC-GREENVILLE 


HEART OF THE FAMOUS INDUSTRIAL 
PIEDMONT SECTION 


Last detail of all was the name—it had 
to be called something, and ‘Papoose’ 
was a natural for a pigmy belonging 
to an oil company named after a 
famous Indian tribe. 

Mohawk keeps the outfit busy in 
advertising chores. When a new Mo- 
hawk service station opens, there is 
the pigmy, spotted as an exhibit. If 
there is a fair, a street carnival, a show 
of any kind in company territory, the 
“Papoose” makes a fine attraction. In 
between dates, it travels the California 
highways, knee-high to a grasshopper, 
amusing the natives, astonishing the 


Magazine linage records for nine months of 1941 have been 
published in the advertising journals. These records show 
Popular Mechanics, at the three-quarters mark, far ahead 
of other magazines appealing to mechanically-minded men. 


First in Total Linage for the three 
quarters of 1941. 


Popular Mechanics........ 146,930 
Magazine No. 2 
Magazine No. 3 


Popular Mechanics led magazine No. 2 
by 30.5% and magazine No. 3 by 124%. 


First in Display Advertisers. 


Popular Mechanics........... 523 
Magazine No. 2.............. 419 
NNN DI. OP oa ssn tun ew ade 230 


Popular Mechanics led magazine No. 2 
by 24.8% and magazine No. 3by 127.4%. 


First in Exclusive Display Accounts. 


Popular Mechanics........... 168 
pO) eee 69 
pe ee 41 


Popular Mechanics led magazine No. 2 
by 143.5% aad magazine No. 3 by 
309.8%. 


First in Total Display Insertions. 


Popular Mechanics..........2499 
re 1917 
Beemnsine Mo. 3... 5... cccces. 1078 


Popular Mechanics led magazine No. 2 
by 30.3% and magazine No. 3 by 131.8%. 


First in Classified Advertising. 


Popular Mechanics.......... 7349 
Se 4369 
Magazine No. 3............. 2985 


Popular Mechanics led magazine No. 2 
by 68.2% and magazine No. 3 by 146.2%. 
* * « 


This five point domination of the field 
by Popular Mechanics must be due to 
the results obtained by advertisers. 

When you plan advertising for any 
goods men buy or have a hand in buy- 
ing—for the year of 1942—use ade- 
quate space in Popular Mechanics, 
the 25-Cent magazine—first in the me- 
chanical field in linage, in advertisers, 
in exclusive accounts, in insertions, in 
classified. 


POPULA i ee, 


— 


200 East Ontario St., Chicago - New York « Detroit » Columbus 


tourists and selling prestige for a good 
gasoline. Mohawk’s headquarters are 
in San Francisco, and its refinery in 


Bakersfield. 


Little Fellow’s Big Chance 


Crosley Corp. introduces its 1942 
models in Crosley cars with a power- 
ful selling point: ‘With proved mile- 
age up to 50 miles on a gallon’’ the 
midget Crosley in seven models, it is 
claimed, “‘performs the same tasks as 
larger vehicles on two-thirds less gas,” 
and at a great saving of steel and 
other auto components. 

One entirely new model has been 
added to the line, a ‘Liberty Sedan,” 
with an all-steel, turret-top. Other 
models include a_ re-styled station 
wagon, convertible sedan, and a con- 
vertible cabriolet “ideally adapted for 
salesmen with samples, etc., who must 
cover a territory at low cost. It han- 
dles with great ease and parks in much 
less space than ordinary larger cars.” 

With Detroit rapidly being con- 
verted into the arsenal of democracy, 
it may be that the pint-size Crosley 
will become one of the most familiar 
cars on the road. Certainly it has an 
opportunity now that comes to few 
newcomers in the motor world. 


Alcohol into Gunpowder 


Joseph E. Seagram & Sons, Inc., 
N. Y., is the first liquor distiller to 
undertake the production of grain 
alcohol for national defense. The 
company and Uncle Sam have signed 
a contract to convert corn into indus- 
trial alcohol. 

The alcohol, is to be used in the 
manufacture of smokeless powder, and 
Seagram is turning over part of its 
plant and equipment to this purpose. 

It is believed that this is the first 
time that grain alcohol in large quan- 
tities will be used in the production 
of munitions. Ordinarily industrial 
alcohol is distilled from by-products of 
sugar cane, but a shortage of tankers 
necessary to transport molasses from 
the West Indies and the need of tank 
cars (both railroad and truck) to trans- 
port petroleum in this country have 
reduced the normal supply. 

The Army Ordnance Dept. estimates 
it will need 50,000,000 to 80,000,000 
gallons of industrial alcohol during 
the coming year. Toward that goal 
Seagram will convert 65,000 bushels 
of corn a month. Sixty gallons of alco- 
hol go into 1,500 pounds of powder 
—the amount used in a 16-inch naval 
shell. 

Grain to be used will be drawn 
from the large reserves acquired under 
the price stabilization plan of the 
Dept. of Agriculture. 
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Even “Born Salesmen” 
Gain Poise with This 
Training Plan 


(Continued from page 26) 


five steps to a more effective person- 
ality: 

1. Learn to like people. 

2. Have a friendly smile. 

3. Be generous with honest praise. 

j. Listen — people like good list- 

eners. 

5. Talk in terms of “you” not “I 

It also lists, one to a card, the seven 
ways to become more persuasive: 

1. Learn to agree before you dis- 

agree, 

2. Don’t argue—if you win, you 

lose. 

3. When you ate wrong, don’t be 

afraid to say so. 

4. Try to understand the 

fellow’s viewpoint. 

5. Use showmanship in your selling. 

6. Ask questions that make it easy 

for the other fellow to say “‘yes.” 

7. Don’t knock—it destroys con- 

fidence. 

The blue books have been one of 
the most profitable items we have ever 
provided to induce salesmen to carry 
these principles over into their daily 
lives. Salesmen and dealers carry them 
in their pockets and keep them on 
their desks, emphasizing one quality 
each day or week, until the entire pro- 
gram becomes an established habit. 


other 


Improvement That Continues 


While the course for company sales- 
men differs in detail in many respects 
from the one given to dealers and 
dealer salesmen, fundamentally it is 
the same, taking up about the same 
subjects and attempting to achieve the 
same results. Company salesmen are 
rated by the training department from 
time to time as a check on their im- 
provement. And it is surprising to 
note how the average man shows con- 
tinued progress over a period of sev- 
eral years. 

Dealer schools are staged in various 
cities whenever bookings of 25 to 30 
men and women are received. The 
company hires a hall, moves in with 
blackboard and other equipment, and 
holds the school for three hours one 
evening each week for 10 weeks. A 
gtaduate school of six sessions is open 
to those who complete the primary 
training. 

The general result of our training 
has been a lifting of the majority of 
Our salesmen to a better standard of 
selling, rather than one of developing 
outstanding instances of improvement. 
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Before any piece of production 
equipment is purchased—before a 
single wheel turns—there must be 
hours and hours of paper work by 
executives, engineers and depart- 
ment heads. 

So—thank the office force as well 
as your shop chief if youre meet- 
ing production schedules. With the 
ever-increasing complexities of de- 
fense work, management has one 
tough job. 

Yes—thank them. Recognize their 
accomplishments, raise their 
salaries, work ‘em overtime — but 
for America’s sake, don’t handcuff 
them! Give them the tools needed 
to avoid confusion—to keep ahead 


EDISON 
VOICEWRITER 


Ediphone 


of shop output. Give them extra of- 
fice equipment—telephones, adding 
machines, and Ediphones. These 
are tools of defense just as much as 
lathes, drill presses and forges. 

Thousands of executives are add- 
ing an hour (or more) a day to their 
capacity —through the efficiency of 
Ediphone Voice Writing. Multiply 
that hour by the vast number of 
Ediphone users and their secre- 
taries, and youll recognize one 
sizable contribution to defense in 
man-hours. 

Get the complete story on Edi- 
phone as a defense tool — phone 
Ediphone (your city) or write 
Dept. S11, Thomas A. Edison, Inc., 
West Orange, N. J. Or—Thomas A. 
Edison of Canada, Ltd.,610 Bay St., 


Toronto. 


p IN SELECTING 
YOUR NEW ADVERTISING AGENCY 


To select the right agency for the un- 
usual times ahead, you must interview 
a group of those most likely able to 
serve you. Here are 6 reasons why we 
belong in that group: 


1. We offer the advantages of a small 
agency with a large-agency-trained 
staff. 2. Our principals have directed 
their own commercial businesses. 
3. We spend more time in the field 
than most agencies. 4. Testing is a fun- 
damental with us—for greater adver- 
tising results. 5. We know how to use 
advertising to do many jobs (other 
than move merchandise). 6. We serve 
a diversified group of national ac- 
counts—from class to industrial, from 
package goods to service. 


Further facts in our new 5 te folder,““B 


Men Handle My Advertising.’’ Write for your copy. 


Advertising Agency Service 
110 East 42nd St.. N. Y. © MUrray Hill 3-7426 


Remember 
Your 
Customers 
With This 
3 in 1 
Pocket 


By Bastian 
It's a RULER 


It's a MAGNIFIER 


No matter how oversold you may be, you 
Use this 
Reasonably 


are never oversold on good will. 
splendid utility remembrance. 
priced. Deliveries assured! 


Carrying your message will do wonders as: 


|. Christmas Gift or Convention Souvenir. 


2. Smart Customer Regainer and Retainer. 


3. Attention Getting Salesman's Introduction. 


FREE SAMPLE, Executives of rated concerns 
clipping coupon below to business letterhead 
will be sent a free sample of this new Bastian | 


item, together with prices, etc. 
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BASTIAN BROS. CO. 


1600 Bastian Street 


It's a LETTER OPENER 


(With fine Rochester lens) 


Rochester, N. Y. 


11 Ways to Promote Your 


Y RULE-0-SCOPE 


Sales Training Program 


Do salesmen or distributors stifle yawns and smile politely at 


that new plan over which the home office is so excited? Training 


systems, especially if they are untried, must be sold. You'll find 


these suggestions foster a flow of ideas. 


BY WILLIAM RADOS : 


Sales Promotion Manager, Refrigeration Division, 
Crosley Corp., Cincinnati 


OU have prepared your sales 


training program. You 
know it will help your dealers 
and their salesmen increase 


sales, raise their profits. You know the 
program can stand any scrutiny into 
its purpose, its soundness, the logic of 
its thinking. So you believe in your 
program. 

But does anyone else? 

Suppose you're going to hold a 
school for cub salesmen—how many 
of them really intend to stick with 
your company? How many of your 
executives and dealers believe that a 
school is the answer ? 


Convince Them First 


Or suppose you are going to launch 
a correspondence course; you are 
going to offer a set of books to thou- 
sands of your dealers throughout the 
country. Will any of the big-city stores 
“go for it’? Will your distributors 
give it more than lip service? 

Or perhaps you are about to hop 
into a DC-3 to hold a series of meet- 
ings for your branches. Swre, they will 
greet you enthusiastically, buy you a 
Martini—but deep down in their heart, 
aren't they being nice to you because 
you're from the home office? 

In other words, who besides the 
proud parent, gives your training pro- 
gram a second thought? 

You have a genuine selling pro- 
gram on your hands when you open a 
school, print a sales training manual, 
distribute a series of films or launch 
any other kind of training program. 
Whether it’s free or they pay for it; 
whether they politely say it’s swell, or 
you have to entice them with free 
food, you have a job of selling on 
your hands if you don’t want your 
baby to die a premature death. 

So this is where promotion and pub- 
licity takes over: 

1. Call a conference of your avail- 
able promotional talent. This group 


| should include representatives of your 


advertising agency, your sales promo- 
tion executives, publicity director, and 
other associates who are experienced in 
the promotion of ideas, products and 
services. Gather the thinking of your 
dealers and salesmen. Your sales 
training school course or program is 
the “‘product’’ to be sold. From here 
on, promotion is important, hence as- 
semble your talent and get the benefit 
of their experience. 

2. Decide on a theme. This is a 
central idea which can be summed up 
in a few words and which dramatizes 
the value of the program to the par- 
ticipating salesmen. Unless the pro- 
gram will make money for dealers and 
salesmen you may as well stop now. 

3. Set up an announcement cam- 
paign. Prepare materials necessary for 
announcement activities. Arrange for 
trade and general press publicity. Ob- 
tain time at your next scheduled meet- 
ing of field managers to acquaint them 
with the program, or call them into a 
special meeting for this purpose. 


Don’t Bank on Part Timers 


4. Organize the personnel through 
whom enrollment, instruction and su- 
pervision are carried out. Make it easy 
for dealers and salesmen to find what 
it is all about. The problem here 
arises only when you must depend 
upon people to whom the training 
program is an added duty, and who 
report to someone other than the train- 
ing director, In such cases, see that 
each person has only one small duty 
to perform, considering the time he 
can give to it, and his interest, in the 
training program. Do not expect him 
to sell the program, but rather use 
him as “mop-up” man. Think twice 
before asking him for reports, and if 
they are absolutely necessary make them 
simple and automatic. : 

Avoid. making the success of your 
program depend on these part-time 
workers, for the moment a sales «rive 
or the busy season comes along they 
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drop your training work. Arrange for 


honors and cash or merchandise prizes 
as incentive for these people to coop- 
erate. Organize your sales department 
—or advertising department—so that 
each executive, from top to bottom, 
supervises the training activity of those 
belov him. 


5. Arrange for continuing news, 
publi ity, progress reports. See that the 
management, the field executives, and 
the ‘‘students’’ are kept aware of con- 
tinuing activity. Above all see that 
dealers and salesmen are informed reg- 
ularly . 

6. Arrange to tie in with all sales 
drives, advertising campaigns, seasonal 
promotions. Show dealers and sales- 
men how they can use the training 
program to ride to success in a drive 
or campaign. 

7. Create publicity events. There 
is material in every sales training pro- 
gram for the creation of valuable pub- 
licity. Set up a system whereby every 
dealer and salesman automatically 
benefits by personal publicity. This 
makes it easier for him to sell more. 
Hold a national “Press Day” and in- 
vite the trade, local and general press. 
Take a booth at conventions of your 
state, regional and national trade asso- 
ciations. Invite prominent executives, 
and figures from the industry to your 
school. Possibly throw open the course 
to selected consumers, educators and 
other influential people. There are 
many ways in which good publicity can 
be generated through the means of a 
sales training program. 


Visible Progress Is Cheering 


8. Set up a system of collecting 
and recording results. Tabulate attend- 
ance. Collect press clippings, quiz 
papers, and letters. Arrange for group 
and individual photographs. 

9. Plan on a ‘‘Progress Display” 
at your main office. Here should be 
displayed letters, photographs, samples 
of materials used, charts, sales results, 
and other evidences of the progress of 
your training activity. If it is a con- 
tinuing activity you may want to hold 
an annual “‘Progress Day’ to which 
you invite the management, stockhold- 
ers, customers and press. 

10. Explore the possibilities of a 


separate building, wing or floor for 
your training school or training head- 
quarters. Such identification has defi- 
nite promotional value. 


11. At periodic intervals bring in 


dealers and salesmen to form advisory 
gtoups on the various aspects of your 
sales ning program. 

Many a dealer is too polite to say 
that he considers the sales training of- 
fered him as interesting as an 1898 
hewspaper. Yet more often than not 
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the program itself is sound—pbut the 
promotion is |— y- Mr. Manu- 
facturer and Mr. Distributor—before 
you launch a training program look 
over the above list and see if you have 
covered all 11 points. Then stop, hold 
up your announcement, and refuse to 
let a dealer have as much as one peep 
at your program until you have put 
some sparkle and appeal into it. And 
with no more than some proper pro- 
motion and publicity, an otherwise 
ordinary training program can ride the 
heights of mutual success: Dealer, re- 
tail salesmen, and manufacturer. 


( HIGH SPEED, LOW cost: 


Samples,display material presentations 
—whatever you send or order— get 
there at high speed and low cost with 
Raitway Express. Free insurance up 
to $50. Pick-up and delivery at no ex- 
tra charge within cur regular vehicle 
limits in all cities and principal towns. 
—and — 
For 3-mile-a-minute service use 
AIR ExPRESS. 


RAILWA’ XPRESS 


AGENCY INC. 


\ NATION-WIDE RAIL-AIR SERVICE J 
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HOLYOKE 
TRANSCRIPT 
TELEGRAM 


HOLYOKE, MASS. 


takes an earnest, active, leading 
part in the advancement of in- 
dustries for its "home" folks. 


WE (Transcript and majority of 
its readers) give a helping hand 
to all new ventures by a cordial 
welcome and a boost for their 
merchandise in preference to 
any that may compete without 
specific reasons for LOCAL sup- 
port. 


WE (Transcript and majority of 
its readers) are for taxpayers’ 
best interests. This local vigi- 
lance in behalf of our readers 
has been returned in kind. 


Our merchants boost branded 
merchandise advertised in the 
Transcript-Telegram. 


Our readers exercise a marked 
preference for Transcript - Tele- 
gram advertised products. 


Aspirants to HOLYOKE business 
will greatly increase their sales 
by using this strictly local news- 
paper whose yield per reader is 
far in excess of "general media." 


TRANSCRIPT 
TELEGRAM 
HOLYOKE, MASS. 
OVER 20,000 CIRCULATION 
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Sale Nenagiménit 


High-Spot Cities 


Every month SALES MANAGEMENT 
in an activity index, charts the busi- 
ness progress of 207 large cities. The 
ones shown in the following col- 
ums are those where, in the calendar 
month following, retail and industrial 
sales should show the greatest in- 
creases. Two index figures are given. 
The first measures the city’s expected 
change in dollar volume of business 
as compared with the same month last 
year, while the second one relates that 


Suggested uses for this index: 
managers. (b) Revising sales quotas. 
drives in spot cities. 
stalling their alibis. 


city change to the expected national 
change. 

Sales and advertising executives 
need to know that business next month 
in City A has an index of 105 or an 
expected gain of 5%—but they need 
to know more than that. If a campaign 
in City A brings an increase of 5% 
when the nation as a whole is up 9%, 
it means that City A is below par (if 
the national over-all increase is con- 


sidered as par). 


(a) A guide for your branch and district 

(c) Special advertising and promotion 

(d) Basis of letters for stimulating salesmen and fore- 
(e) Checking actual performance against potentials. 


As a special service this magazine will mail, ten days in advance of publica- 


tion, a mimeographed list giving the forward ratings of all 207 cities. 


is $1.00 a year, 


The price 


Preferred Cities-of-the-Month 


The following cities are ones where the expected Business Activity change— 


for December vs. 


same period last year—should be a gain of 31% or more. 


The city’s dollar volume of business in December last year equals 100. So 
widespread is the upturn in business that all of the 207 cities which SALES 
MANAGEMENT studies each month, clearly point to a December business which 


should exceed that of 1940. 
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SALES MANAGEMENT 


A new season with new shows and once again 
agencies, advertisers, radio stations are asking 
themselves the same question. Is the audience 
tuning in on our program? Do they like it? 
Are they getting the sales message? 

There is no quicker, more accurate way of 
finding out how your radio program is going 
over than through a Ross Federal coincidental 
survey. Ross Federal has piled up years of 
experience checking the effectiveness of radio 
programs and commercials for advertisers, 
agencies, networks and stations. Ross Federal’s 
31 branch offices are fully equipped to handle 
any radio survey from 100 interviews in one 
locality to 100,000 throughout the nation. 


Whether your survey needs call for coinci- 


ROSS FEDERAL RESEARC 


CORPORATION - 18 EAST 48TH STREET, NEW YORK 
AND 31 KEY CITIES FROM COAST TO COAST 


dental, personal interview or recall techniques, 
Ross Federal’s facilities and experience make 
us the logical research organization for your 
next radio study. With new programs com- 
peting for listeners, NOW is the time to check 
your show. Telephone or write Ross Federal 


today. 


WHAT ROSS FEDERAL DOES* 


CONSUMER INTERVIEWS 
Person to person—by telephone or mail 


RADIO COINCIDENTAL SURVEYS 
CONFIDENTIAL SHOPPING STUDIES 


DEALER INTERVIEWS 
Inventory and point of sale display checking 


READERSHIP STUDIES 
OUTDOOR ADVERTISING CHECKING 
TRAFFIC CHECKING 


*For a detailed presentation of Ross Federal's many 
research services write for a copy of SOUNDINGS. 


Is your advertising reaching enough of 
_.. Chicago’s new crop of spenders? 


When you can have more, why take less? 


on from 
630,000 to 660,000 
more circulation than de- . 
livered by other Chicago 
daily newspapers 


on from 
275,000 to 735,000 
more circulation than de- 
livered by other Chicago 
Sunday newspapers 


You go further faster 
with the Tribune 


As the pulse of Chicago’s vast industrial activity 
beats faster, is your promotion reaching enough of 
the new crop of spenders? Does it make the full 
market impact you need in order to make customers 
out of the new thousands now adding to the flood of 
Chicago’s buying power? 

You shift your drive into high gear when you build 
your Chicago promotion around the Tribune. With 
more than 1,000,000 net paid, every day of the week, 
the Tribune is the one medium which delivers the 
broad, penetrating coverage you need in order to 
develop your new potential here to the full. 


On weekdays the Tribune now delivers... at one 
low cost .. . from 630,000 to 660,000 more total 
daily circulation than other Chicago daily news- 
papers. On Sundays it delivers from 275,000 to 
735,000 more than other Chicago Sunday newspapers. 
Pivot your operations on the Tribune and you get 
the balanced, marketwide selling pressure you want 
in metropolitan Chicago. You get from 460,000 to 
480,000 more daily circulation right in Chicago and 
suburbs than other Chicago daily newspapers deliver 
—and more than any two other Chicago daily news- 
papers combined. 

And on Sundays the Tribune delivers in metro- 
politan Chicago from 380,000 to 430,000 more than 
other Chicago Sunday newspapers—and more than 
the two other Chicago Sunday newspapers combined. 

Whatever type of product you sell or to whom 

you sell, the facts prove that the Tribune reaches 
more prospects for you here than any other Chicago 
newspaper. In addition, the Tribune reaches hun- 
dreds of thousands of other prospects with increased 
buying power living in the adjacent territory. 


THE SALES MANAGER’S MEDIUM 
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Advertise in the Tribune and you sell Chicago 
thru the medium from which it is accustomed to buy 
in greater volume than from any other medium in 
this market. Proof of this fact is to be found in the 
advertising practice of Chicago retailers. During the 
first nine months of this year they placed in the 
Tribune 55% more advertising than they placed in 
any other Chicago newspaper. 

General advertisers testify the same. During the 
same period they placed in the Tribune 38% more 
advertising than they placed in any other Chicago 
newspaper. 

When you can have more, why take less? Each ad- 

ditional day you do without the extra sales power 
of the Tribune you pass up additional sales volume 
which easily could be yours. There is no reason to 
pass it up when you can put the Tribune on the job 
and produce more sales at less cost per unit sold. 
Tribune rates per 100,000 circulation are among the 
lowest in America. 

Ask a representative or your advertising counsel 
to help you work out a program built around the 
Tribune which can help you get a larger share of the 
increased volume now available in this market. 


CHICAGO TRIBUNE LEAD IN ADVERTISING 
LINAGE OVER NEXT CHICAGO NEWSPAPER 


1932 1941 


| Ist 9 mos. | fe Ist 9 mos. : 
GENERAL | 21% | 38% 
RETAIL | 2% | 55% 


THE WORLD'S GREATEST NEWSPAPER 


